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Snowden  Makes  Us 
a  Part  of  the  Story 


When  an  othenvise  ordi¬ 
nary  guy  like  Edward 
Snowden  becomes  a 
household  name  over¬ 
night,  you  know  that  his  story  is  about 
more  than  whether  he’s  a  good  guy  or 
bad  guy  for  leaking  information  of  U.S. 
and  British  government  surveillance 
programs  to  the  press. 

It’s  also  about  whistle-blowers  in  our 
society  -  who  may  be  breaking  the  law 
-  and  what  their  access  to  journalists 
should  be. 

Whether  you  view  Snowden  as  a  hero 
or  as  a  traitor  (Snowden  has  described 
himself  as  neither  hero,  nor  traitor, 
but  simply  as  an  “American”),  it  brings 
into  question  where  the  line  is  drawn 
between  the  public’s,  right  to  know  vs. 
national  security  interests.  Interest¬ 
ingly,  a  recent  USA  Today jV&N  Research 
poll  found  that  -  similar  to  the  results 
of  many  polls  released  in  the  past  few 
months  -  49  percent  thought  the  release 
of  information  served  the  public  interest 
while  44  percent  thought  it  harmed  it. 

So  where  do  we,  as  journalists,  draw 
the  line? 

Richard  Benedetto,  an  adjunct  profes¬ 
sor  of  journalism  at  American  University 
in  Washington,  D.C.,  and  who  was  the 
White  House  correspondent  and  colum¬ 
nist  for  USA  Today  for  some  25  years, 
told  me  the  issue  stems  largely  from  the 
advent  of  “new  media”  as  he  calls  it,  the 
fact  that  social  media  dictates  so  much 
of  how  we  cover  the  news  today. 

“Like  everyone,  I  watched  the  whole 
Edward  Snowden  story  unfold,  and  I 
think  it’s  problematic  that  news  can 
now  be  distributed  so  quickly  and 
largely  without  the  filters  we  had  in  the 
past,”  Benedetto  said.  “Now,  news- 
pap)ers  cover  the  blogs  and  Twitter 
in  an  effort  to  keep  up  and  it  affects 


the  discourse.  What  normally  might 
not  have  been  covered  by  mainstream 
media,  today,  because  it’s  on  Twitter,  it 
becomes  news.” 

Another  question  that  comes  into  play 
here  is  the  journalist’s  obligation.  It 
used  to  be  that  when  journalists  were 
provided  sensiti>^e  information,  they 
would  question  whether  this  was  infor¬ 
mation  that  was  absolutely  necessary 
for  the  public  to  have,  Benedetto  said. 
Furthermore,  he  said,  reporters  used 
to  have  to  “prove”  that  their  resources 
were  reliable. 

“At  USA  Today,  I  recall  having  long, 
heavy  discussions  with  our  editors  on 
whether  to  release  certain  information. 
It  was  like  going  before  the  board  of 
review.  And  you  had  better  be  sure  of 
(the  solidness)  of  your  sources.” 

That  would  all  result  in  no  one  ques¬ 
tioning  a  reporter’s  integrity,  as  has 
been  so  largely  the  case  with  Glenn  Gre- 
enwald,  the  reporter  from  The  Guard¬ 
ian  who  broke  the  Snowden  stoiy  after 
Snowden  leaked  him  the  information, 
Benedetto  added. 

“It  used  to  be  that  only  those  who  had 
an  ox  to  gore  would  question  a  re¬ 
porter’s  integrity,”  Benedetto  said.  “The 
Nixon  administration  was  a  case  in 
point.  Nixon  was  always  hiding  behind 
national  security.” 

Benedetto,  who  taught  a  course  on 
media  credibility  this  summer,  said 
polls  show  that  the  media  is  continuing 
to  lose  credibility  with  the  public.  He 
partially  blames  new  media  for  that. 
“The  public  tends  to  lump  all  of  the 
media  -  traditional  and  new  media 
-  together,  and  they  feel  they’re  all  a 
bunch  of  b.s.’ers.  With  the  way  the  new 
media  works,  getting  in  and  out  of  sto¬ 
ries  so  quickly  and  with  less  filters,  it’s  a 
dangerous  time  for  journalism.”  —EZ 
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Newspapers  need  to  improve 
their  websites 

Alan  D.  Mutter  rightly  points  out  that  too 
many  publications  clutter  up  their  home 
pages  (Newsosaur,  July  2013).  Keep  in 
mind  that  websites  can  either  add  value 
to  a  company’s  financial  bottom  line  or 
detract  from  it.  Publishers  must  make  a 
more  concerted  effort  to  not  only  sharpen 
editorial  content  but  to  make  it  easier  to 
navigate,  particularly  with  late-breaking 
stories  that  can  attract  readers  already 
motivated  to  eyeball  relevant  news  up¬ 
dates  via  all  verticals. 

KEVIN  B.  KAMEN 

PRESIDENT/CEO,  KAMEN  &  CO.  GROUP  SERVICES 

Newspapers  have  already 
relaxed  their  ethics 

Newspapers  should  never  relax  their  ethics 
(Critical  Thinking,  July  2013),  but  they 
have... especially  the  daily  newspapers.  The 
latter  took  sides,  leaning  left,  and  it  h^ 
hurt  them  financially  and  morally.  The 
damage  has  been  done. 

WAYNE  DOMINOWSKI 
Submitted  on  editorandpublisher.com 

Comics  aren’t  out  of  date 

It  does  seem  like  King  Features  is  happy 
to  sit  on  their  historic  successes  like  “The 
Phantom”,  “Brick  Bradford”,  “Mandrake 
the  Magician”,  “Popeye  the  Sailor”,  and 
many  more  (Syndicates  Market  Report, 
July  2013),  and  not  take  a  leader  posi¬ 
tion  in  getting  the  comic  page  back  in  the 
newspaper.  True,  the  times  are  different. 
But  if  newspaper  comics  are  out  of  date, 
then  so  are  the  newspapers  themselves. 
DAVID  TAEUSCH 

Submitted  on  editorandpublisher.com 


Illustration  by  Jared  Boggess 

It’s  a  sinking  ship 

Personally,  I  think  trying  to  get  syndi¬ 
cated  is  like  trying  to  book  a  ticket  on  the 
Titanic.  This  model  is  ALL  going  away. 

CLINT 

Submitted  on  editorandpublisher.com 

What  about  privacy? 

I’d  suggest  that  the  Bloomberg  reporters 
were  not  at  fault  for  seeking  information 
(Editprial,  June  2013)  but  that  Bloomberg 
should  never  have  granted  them  access  to 
private  data  Privacy  breaches  aren’t  restrict¬ 
ed  to  the  NSA,  and  the  potential  for  folks 
at  Bloomberg  to  use  the  UUID  (Universal 
Unique  Identifier)  function  to  do  a  little 
insider  trading  can’t  be  ignored,  either. 
Submitted  anonymously  on 
editorandpublisher.  com 

Spreecast  not  the  only  option 

Any  number  of  telepresence  programs  offer 
the  same  services  explained  here  (Face  to 
Face,  July  2013),  with  the  dubious  excep¬ 
tion  of  offering  a  revenue  split  for  PPV 
services.  I  work  with  two  of  those  alterna¬ 
tives  day  in  and  day  out,  and  I  can  person¬ 
ally  testify  that  they  work  fine.  I  wish  these 
folks  good  fortune,  though  it  looks  like  if 
they  find  it,  it  will  be  at  the  expense  of  loyal 
readers.  And  as  a  former  publisher  myself,  I 
don’t  know  if  that’d  be  worth  it. 
JRHMOBILE 

Submitted  on  editorandpublisher.ccmi 
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Ideas  into  Photos 

Scoopshot  connects  mobile  and  media 


By  Nu  Yang 

With  the  Pew  Research 
Center  recently  report¬ 
ing  that  56  percent  of 
American  adults  now  own 
smartphones,  it  makes  sense  that  a  com¬ 
pany  like  Scoopshot  would  want  to  connect 
media  companies  with  mobile  users. 

Scoopshot  is  a  free  mobile  application 
available  on  Apple  and  most  Android  de¬ 
vices  that  allows  photos  and  videos  to  be 
uploaded  and  shared.  Users  are  required 
to  register  in  order  to  manage  accounts 
and  payments.  That’s  right— you  earn 
money  with  every  photo  and  video  that  is 
bought.  Photos  start  at  a  flat  $5  fee  and 
users  get  $2.50  every  time  the  image  is 
purchased,  although  according  to  execu¬ 
tive  vice  president  Dave  Rickley,  there 
may  be  other  variables  such  as  exclusive 
purchases  or  unique  images  where  a  me¬ 
dia  company  wants  to  pay  more. 

Scoopshot  is  developed  and  run  by  P2S 
Media  Group  Inc.  in  Helsinki,  Finland. 

First  launched  in  2011,  Scoopshot  made  its  way  to  the  U.S. 

last  year.  Rickley  man¬ 
ages  all  business  rela¬ 
tionships,  strategies 
and  sales  operations 
in  the  North  Ameri¬ 
can  market.  With  a 
career  spanning  more 
than  30  years,  he  held 
a  number  of  senior 
management  and 
editorial  positions  at 
Los  Angeles  Times. 
Working  with  Rickley 
as  a  Scoopshot  agent  is 
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*  David  Rickley  >  Leo  Wolinsky 

another  former  longtime  Times  employee, 
former  executive  editor  and  managing 
editor  Leo  Wolinsky. 

Both  men  said  what  attracted  them  to 
Scoopshot  was  its  ability  to  help  media 
companies  reach  mobile  customers.  Wo¬ 
linsky  said  it  was  an  opportunity  for  him 
to  “take  on  a  new  task  and  get  involved 
with  another  aspect  in  media.” 

Rickley  said  what  makes  Scoopshot 
unique  is  its  ability  to  send  tasks  to 
people.  For  example,  he  said  if  a  media 
company  wanted  photos  from  a  local 
event,  the  company  could  send  out  a  task 
(a  request  for  photos).  Through  GPS, 
Scoopshot  users  in  the  area  would  get  a 
push  notification  that  a  task  was  available. 
Photos  and  videos  would  then  uploaded 
to  that  task’s  specific  gallery  and  could  be 
purchased. 

Scoopshot  has  an  authenticity  system  in 
place  that  records  the  information,  such 
as  time  and  location,  for  each  photo  and 
video.  Sources  are  also  verified  through  the  app. 

Media  subscriptions  are  also  offered  to  companies  who 
pay  a  monthly  fee  to  access  the  Scoopshot  store  and  have 
access  to  give  tasks  to  professional  photographers.  Adver¬ 
tisers  can  use  Scoopshot  to  showcase  their  product  or  host 
photo  contests. 

According  to  Rickley,  Scoopshot  is  being  used  by  more 
than  280,000  mobile  users  around  the  world  with  50  global 
media  partners.  “My  goal  is  to  build  a  crowd,”  he  said,  hop¬ 
ing  that  one  day,  there  would  be  millions  of  Scoopshot  users. 

Wolinsky  said  he  would  like  to  see  Scoopshot  adapted 
by  more  news  organizations.  “(They)  need  to  do  differ¬ 
ent  things  to  bring  readers  back  and  that  depends  on  how 
engaged  they  are  and  their  sense  of  community.” 

For  more  information,  visit  scoopshot.com. 
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Read  Closely 

Newsela  helps  students  build  critical  thinking  skills 


Even  though  Newsela 
founder  and  chief  ex¬ 
ecutive  officer  Matthew 
Gross  has  a  long  career  in 
the  education  sector,  it  was  also  his 
role  as  a  parent  that  prompted  him 
to  start  the  news  website.  As  the 
father  of  a  10-year-old  advanced 
reader,  Gross  said  he  was  look¬ 
ing  for  content  that  wasn’t  being 
"dumbed  down"  for  his  son.  What 
he  wanted  was  “real  headlines  from 
the  news." 

Launched  in  June,  Newsela  is 
based  in  New  York  City  and  piib- 
lishes  news  articles  daily  at  five 
levels  of  complexity  for  students 
in  grades  4  to  12.  It  is  free  to  use,  al¬ 
though  it  requires  users  to  register. 

Editorial  director  Jennifer 
Coogan  is  a  former  reporter  for 
Bloomberg  and  Reuters  with  12 
years  of  experience. 

"With  so  many  people  talk¬ 
ing  about  the  death  of  old  media. 


(Newsela)  is  a  great  way  to  revive 
journalism,"  she  said.  "It  lays  the  ! 
groundwork  for  readers  to  consume  i 
a  massive  amount  of  news." 

By  partnering  with  papers  from 
the  McClatchy  Co.  and  Tribune 
Co.,  Coogan  cind  her  team  of  writ¬ 
ers  (including  former  freelancers 
for  Reuters)  choose  two  news 
stories  to  upload  a  day-generally 
one  breaking  news  story  and  one 
feature  story.  They  rewrite  the 
stories  to  level  them  according 
to  the  student's  reading  ability. 
Gross  said  he  had  experimented 
with  having  educators  write  the 
stories,  but  found  that  journalists 
are  the  "best  non-fiction  writ¬ 
ers  in  the  world  for  (his)  goal." 

With  just  a  click,  each  version  can 
make  the  story  easier  or  more  dif¬ 
ficult  using  the  Lexile  educational 
tool.  Some  of  the  stories  are  also 
accompanied  with  a  quiz  to  test 
reading  comprehension. 


Stories  are  placed  in  several 
I  categories,  such  as  war  and  peace, 

I  money,  kids,  science  and  law. 

I  Recent  stories  ranged  from  the 
I  George  Zimmerman  and  Trayvon 
I  Martin  murder  case  to  the  protests 
I  in  Egypt.  Coogan  said  it  was  their 
I  policy  to  not  put  up  sports  or  celeb- 
i  rity  news,  and  so  far,  they  have  not 
j  heard  many  complaints. 

"Topics  and  content  of  (their)  ar- 
I  tides  continues  to  impress  both  my 
i  students  and  myself,"  said  Justin 
i  Mack,  a  fourth  grade  teacher  in  NeW 
I  Milford,  Conn.  "Even  my  reluctant 
i  readers  are  always  eager  to  go  to  . 
Newsela  and  read  the  artides." 

According  to  Gross,  45  U.S.  states 
and  141  countries  around  the  world 
use  Newsela.  He  found  that  adult 
English  language  learners  were  also 
visiting  the  website. 

Gross  said  his  focus  for  the  up- 
:  coming  school  year  is  to  get  Newsela 
j  into  as  many  schools  as  possible, 
i  Coogan  said,  "We  want  kids  to 
i  get  all  their  news  from  Newsela  and 
I  even  use  it  outside  of  school.  We 
i  want  kids  to  be  news  junkies." 
j  For  more  information,  visit 
i  newsela.com. -NY 
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chocolate  vA-fOogs. 
chip.  Next  rriNcxt! 

^uestionlAjd^''*— ^ 


SAY 

WHAT? 

New  Vocabulary  for 
the  Modern  Era 

a.eiM 


A  Good 
Laugh 
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“Strangers  may  call  him  a  showoff,  but  if  he  completes  his  fifth 
New  York  City  Marathon,  Hirschowitz,  67,  wiil  be  the  oidest 
person  to  joggle  a  marathon.” 

-Sara  Beck,  Hew  York  Times,  Oct.  18, 2012 
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Comic  strip 
tickles  the 
industry’s 
funny  bone 


Chad  Huculak  has  been 

in  the  journalism  indus¬ 
try  since  2003.  For  eight 
years,  he’s  worked  as  a 
copy  editor  at  the  Edmonton  Sun  in 
Alberta,  Canada.  That’s  plenty  of  time 
to  collect  material  for  his  comic  strip 
“Journo  Junction”  (joumojunction. 
com),  which  shares  “the  many  joys  of 
small  town  journalism,”  according  to 
the  website. 

Huculak  started  the  comic  strip 
two  years  ago.  “It  was  based  on  my 
many  frustrations  in  the  industry,”  he 
said.  “It’s  also  based  on  other  people’s 
experiences  in  the  newspaper  busi¬ 
ness.”  Some  of  the  comics  refer  to 
paywalls,  newsroom  layoffs  and  other 
hot  topics. 

Since  launching  the  site,  Huculak 


said  other  journalists  have  told  him, 
“This  is  just  how  I  feel.”  He  said  his 
colleagues  have  even  submitted  their 
own  stories  and  ideas  for  him  to  use. 

Going  forward,  Huculak  plans  to 


update  the  site  on  a  more  regular 
basis.  He  said  journalists  should  be 
able  to  laugh  at  themselves  because  it 
makes  their  lives  much  easier. 

“It  beats  drinking,”  he  said.  —NY 


(verb) :  to  juggle 
whOe  jogging 


P'Whv  only  ^ 

Why  IS  answering 

'  the  mayor  W  pre-approved 
not  answering  |fl  questions. 

any  of  my  M  oihermecfia 
k questions?/ outlets  are 
\doingit  4 
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Newspaper 
carrier  finishes 
route  in 
floodwaters 

■I  M  hen  a  heavy 


DuBois,  Pa.  this  summer, 
many  streets  and  homes 
were  damaged  from  flood- 
waters,  but  that  didn't  stop 
Courier-Express  carrier 
Ralph  Anders  from  doing 
his  job.  Publisher  Devin 
Hamilton  said  a  subscriber 
sent  a  photo  of  Anders 
delivering  papers  in  knee- 
length  water  with  a  note 
that  she  was  surprised  to 
get  the  paper  that  day.  "1 
saw  a  lot  of  teamwork  that 
day,”  Hamilton  said.  "Ralph 
was  a  great  example  of 
that.”  According  to  circula¬ 
tion  manager  James  Nes- 
tlerode,  Anders  delivers 
70  papers  on  his  route  and 
has  been  delivering  the 
paper  for  the  publication 
for  six  years. 


editorandpublishercorm 
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From  the  Archive 


►  Art  Tracy,  a  12-year- 
old  Chicago  Daily 
News  carrier,  delivers  a 
paper  to  the  doorstep 
of  James  Roscoe 
Miller,  president 
at  Northwestern 
University,  while 
President  Dwight  D. 
Eisenhower  was  a  guest 
there.  At  right  is  a  U.S. 
Secret  Service  agent, 
one  of  several  agents 
who  saw  to  it  that  no 
one  else  got  close  to 
Miller’s  home  during 
the  President’s  stay. 
This  photo  originally 
appeared  in  the  August 
28, 1954  edition  of  f&P. 


Tomoe’s  comer 


r 
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{legal  briefs}  I  \ 


Musician  ordered  to  pay 
Boston  Herald  $132,000 
for  dismissed 
defamation  lawsuit 

According  to  the  Boston  Herald, 
a  Massachusetts  Superior  Court 
judge  has  ordered  Tom  Scholz, 
founder  of  the  band  Boston, 
to  pay  the  Herald  more  than 
$132,000  in  court  costs  incurred 
by  the  newspaper  in  successfully 
defending  itself  against  a  defama¬ 
tion  lawsuit  filed  by  the  rocker 
against  the  Herald  and  two  of  its 
reporters.  The  judge  ruled  that  the 
costs  were  reasonably  incurred 
by  the  Herald's  lawyers  in  taking 
depositions  of  witnesses  neces¬ 


sary  for  the  Herald's  defense,  and 
that  under  court  rules,  where  the 
Herald  had  succeeded  in  win¬ 
ning  dismissal  of  Scholz’s  lawsuit, 
Scholz  was  required  to  reimburse 
it  for  those  costs.  In  late  March, 
Judge  Frances  McIntyre  granted 
summary  judgment  to  the  Herald 
and  its  reporters  in  the  defama¬ 
tion  lawsuit,  brought  against  them 
by  Scholz  in  the  aftermath  of  the 
suicide  of  Boston's  lead  singer, 
Brad  Delp. 

Georgia  man  faces  charges 
for  starting  fake  newspaper 

The  Gainesville  (Ga.)  Times 
has  reported  that  Joshua  Brian 


Randolph  is  suspected  of  start¬ 
ing  a  fake  newspaper  called  the 
I  Gainesville  Observer.  Officers 
i  say  Randolph,  going  by  the 
I  name  Kevin  B.  Cobb,  hired  nine 
i  people.  Investigators  believe  the 
I  employees  worked  for  Ran- 
'  dolph  for  no  more  than  two  or 
three  weeks.  Some  of  them  had 
!  been  paid  with  cash  and  oth- 
:  ers  had  been  given  paychecks 
that  bounced.  Investigators  also 
suspect  Randolph  of  writing 
employment  and  income  verifi- 
I  cation  letters  to  local  businesses 
I  even  though  the  company  did 
j  not  have  any  assets  to  support 
I  the  claims  in  the  letters. 
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A  Journalist  is 
Always  On 

Courier-Post  staff  members 
become  part  of  news  story 


n  June  18, 15  staff 
members  of  the  Courier- 
Post  {Cherry  Hill,  NJ.) 
were  gathered  together 
at  a  restaurant  for  a  good-bye  lunch 
for  a  departing  colleague.  Their  lunch 
plans  were  quickly  forgotten  when 
they  saw  police  officers  outside  with 
their  guns  drawn. 

After  retrieving  his  camera  from  his 
car,  chief  photographer  Douglas  Bovitt 
snapped  a  few  frames  of  the  action. 
When  he  returned  inside,  he  asked 
metro  editor  Phaedra  Trethan  if  there 
was  a  writer  available. 

“I’m  a  writer,”  Trethan  said.  So,  she 
grabbed  her  notebook,  pen  and  phone, 
and  stood  outside  in  the  rain  under  a 
hangar  with  a  few  of  her  colleagues. 

“I  was  just  writing  what  was  hap¬ 


pening,”  Trethan  said.  “I  made  spme 
phone  calls  back  to  the  newsroom. 

We  had  no  idea  at  that  point  what 
was  happening.” 

Trethan  said  digital  reporting  came 
into  play.  Digital  editor  Leo  Caldwell 
communicated  with  the  digital  desk 
back  in  the  office  with  tweets  and 
real  time  updates  as  events  unfolded 
in  front  of  him.  As  more  news  orga¬ 
nizations  rely  on  citizen  journalism, 
Trethan  said  their  role  was  “to  not 
speculate,  but  to  just  tell  the  facts.” 

Meanwhile,  Bovitt  continued  to  take 
photos  and  videos  and  uploaded  them 
to  the  web  through  mobile.  “The  first 
time  I  felt  in  danger  was  when  an  of¬ 
ficer  saw  us  standing  under  the  hangar 
and  told  us  to  get  inside  and  away 
from  the  vvdndows.” 


^The  mobile  phone  image  to  the  left  was  o 
I '  captured  by  digital  editor  Leo  Caldwell.  | 
Tweeting  is  online  content  producer  Sheri  « 
,  Berkery,  standing  past  her  is  copy  editor  Chris  o 
I  Silvestri,  and  chief  photographer  Douglas  " 
I  Bovitt  snaps  a  few  photos  in  the  background 
i  including  the  one  above  of  a  police  officer 
i  with  his  gun  drawn  inside  the  restaurant. 


Executive  editor  Chris  Mitchell  said 
back  at  the  office,  she  was  also  con¬ 
cerned  about  her  staff  s  safety  as  she 
received  updates  through  text  mes¬ 
sages  from  Trethan. 

Opce  the  journalists  found  out  a 
murder-suicide  had  occurred  between 
a  well-liked  local  doctor  and  her 
husband,  the  team  knew  they  had  a 
huge,  emotional  story  on  their  hands. 
Bovitt  said  patients  were  still  showing 
up  for  appointments,  unaware  of  the 
situation.  The  team  interviewed  some 
of  them,  recording  people’s  immedi¬ 
ate  reaction  on  video.  The  reporters 
stayed  on  scene  for  about  three  hours. 

Mitchell  said  her  staff  looked  exciled 
and  worn-out  when  they  returned.  She 
knew  there  was  more  than  one  story 
there,  so  she  asked  Trethan  to  write 
a  first-person  account  of  the  event; 
the  article  has  since  made  national 
headlines.  Mitchell  speculated  the  at¬ 
tention  was  due  to  Trethan  offering  a 
behind-the-scenes  glimpse  of  breaking 
news  through  the  eyes  of  a  reporter, 
and  also  due  to  the  teamwork  of  her 
staff  putting  the  story  together. 

“They’re  a  talented,  highly  compiit- 
ted  group  of  journalists,  so  their  excel¬ 
lent  work  was  a  given,”  she  said. 

Looking  back,  both  Trethan  and 
Bovitt  said  when  the  unexpected  hap¬ 
pened  that  rainy  Tuesday,  they  knew 
they  had  work  to  do. 

“In  this  job,  there  is  never  time  off,” 
Bovitt  said.  —NY 
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PointsMentioned.com 

Automatically  geocoding  the  news 
and  creating  maps  for  your  stories 


We're  Unraveling  the  News  Genome 

to  show  where  news  is  happening 


A  SNACK 


TOGO 

►  Christine  Hochkeppel/Cape  Cod  Times  (Hyannis,  Mass.) 

Grace  Nelson,  7,  watches  as  a  seagull  snatches  a  piece  of  bread  right  from 
her  hand  at  the  Falmouth  Heights  Beach  parking  lot  on  Feb.  6,  2013. 


There  are  still  fine  community  newspapers 
with  the  words  Democrat  or  Republican 
in  the  name  of  the  newspaper.” 


critical  thinking 


►  If  you  have  a  question  you  would  like  to 
see  addressed,  please  send  it  to 
nu.yang(a)editorandpublisher.com. 


J-school  students  and  industry  vets 
taxdcle  the  tough  questions 


In  June,  the  Fauquier  Times-Democrat  in  Warrenton,  Va.  dropped 
‘Democrat’  from  its  name  because  of  concerns  that  newcomers  to 
the  county  would  believe  the  paper  was  aligned  with  the  Democratic 
Party.  Do  you  think  this  name  change  will  influence  its  circulation? 


So,  you  have  this 
friend,  well  call  him 
*  Chris,  who  recently 
purchased  a  used  car.  The 
previous  owner  covered  this  car 
in  left-wing  humper  stickers. 

Chris  generally  doesn’t  like  to 
align  himself  with  any  particular 
party,  but  the  price  was  right 
and  the  car  runs  well,  so  he 
made  the  commitment  to  the 
less-than-accurate  portrayal  of 
his  personal  and  political  views. 

A  few  years  later,  having 
decided  to  run  for  town  office, 

Chris  has  the  stickers  removed. 

Though  many  people  in  town 
already  know  him,  and  know 
his  car  is  not  an  accurate  por¬ 
trayal  of  Chris,  he  decides  to 
play  it  safe,  to  avoid  misrepre¬ 
senting  himself  to  new  voters. 

Undoubtedly,  this  move  will  change  where  his  votes  are 
coming  from.  Though  Chris’  views  never  actually  changed, 
the  way  he  is  viewed  did. 

This  somewhat  lengthy  analogy  is  a  good  representation 
of  the  situation  that  the  once  Fauquier  Times-Democrat 
is  in.  Though  executive  editor  Bill  Walsh  promises  in  an 
editorial  announcing  the  change,  “our  news  coverage  will 
continue  as  it  always  has,”  (Walsh,  2013)  the  decision  to 
remove  ‘Democrat’  was  made  with  business  in  mind. 

Being  a  local  paper,  the  Fauquier  Times-Democrat  most 
likely  has  a  solid  readership  base  of  those  who  know  the  paper 
for  its  content  rather  than  how  its  name  portrays  it  However, 
new  readers  are  not  as  likely  to  assume  the  paper  is  unbiased. 

It  is  a  safe  business  decision,  on  the  part  of  the  now 
Fauquier  Times,  to  remove  Democrat  from  its  name,  and 
it  remains  ethical  as  long  as  the  paper  continues  to  write  in 
the  “factual,  straightforward,  unslanted”(Walsh,  2013)  way 
that  is  promised. 

Their  readership  will  change,  particularly  among  new 
readers,  however  already  loyal  readers  will  not  be  lost,  and 
the  pap)er  will  represent  itself  more  appropriately. 


The  content  of  the 
news  report  will 
*  determine  the  circu¬ 
lation  of  the  Fauquier  Times.  If 
there  is  unique,  high-value  local 
content,  circulation  will  remain 
strong  under  the  new  name. 

The  local  editors’  decision  to 
change  the  name  (the  brand) 
of  the  newspaper  appears  to 
have  been  based  on  input  from 
local  readers  and  commu¬ 
nity  leaders.  The  local  editors 
know  their  market  better  than 

anyone.  If  they  felt  it  was  im-  BodetU  has  been  an  the  news 

portant  to  give  the  newspaper  staff  of the  St.  Qoud  Times>r 

a  name  that  better  reflects  the  than  39  years.  He  started 

direction  of  the  news  coverage,  editor  and  has  held 

it  is  the  right  move.  various  positions  including 

.Vn  .-n ••  cityeditor.newseditor.man- 

There  are  Still  hne  community  .  . 

aging  editor  andjor  the  past 

newspapers  With  the  words  ..  ... 

^  ^  seven  years,  executive  editor. 

Democrat  or  Republican  in 

the  name  of  the  newspaper.  Those  names  are  loaded  with 
history  and  have  become  powerful  brands  in  their  commu¬ 
nities. 

In  Fauquier,  the  editors  felt  the  name  needed  to  change  to 
help  newcomers  understand  that  the  paper’s  news  coverage 
doesn’t  take  sides.  That  is  an  important  message. 

Today,  editors  need  to  make  bold  decisions  to  keep  our 
products  fresh  and  relevant.  Those  decisions  involve  risks. 
But  if  we  are  going  to  continue  to  meet  readers’  needs  in 
the  coming  years,  we  have  to  make  those  decisions. 

Circulation  will  depend  on  how  well  the  paper  serves  the 
readers.  Again,  it  is  all  about  local  content. 


Abigail  Collins,  20 

junior,  Emerson  College 
(Bostoa  Mass.) 


John  Bodette,  63 

executive  editor,  St.  Cloud 
(Minn.)  Times  and  Times  Media 


CoOinsisstudyingjournalism 
and  hopes  to  pursue  a  career 
inradio.SheisinterrtirtgJor 
WBUR’s  XhiBoint,’’ where  she  xmD. 
continue  to  work  duririg  the  fill 
serriester.CoOms  is  coprogram 
director  qfEriN,ErnersorCs  Talk 
and  Intbrrnation  Network. 
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neighborhood.  " 

M  M 


Today's  disiribution 
tochf’ioiogios  mcye  route? 
more 'effcie'-  ue  lu  you.  • 

I  nanaQce,cG'OrGf :  tor 

dooumer'its,  o=':ci  >  •eifv 
deliveries.  Buf  tor  lo-  y.' 
media  corrpa’res. 
investing  in  these  trnys 

doesrVr  up. 

That's  wny  you'vb  g;;;  PC-. 
Our  oftoidvobie  •’•eio--.  j,- 
solutions  and  oxperien-s- ssj 
distrib-pion  ‘eon'  con  e 'e 
vosir  detive'y  oberatictTS 
irsto  a  vv-aik  the  park 
Lei’s  talk  tech  fenjay. 


TECHNOLOGY  SOLUTIONS 


REBIRTH  OF  PRINT 

DJSTRiBUTiON 


PCF 


pcfcorp.corn  1-877-PCF-6668 
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Cell  Owner  Platform  Choices  2011-2013 

%  of  cell  phone  owners  w'ho  say  their  phone  is... 


Source:  Pew  Research  Center’s  Internet  and  American  Life  Project 


Newspapers  Deliver 

7  in  10  Americans 

read  content  from  newspaper  media  each  week. 

144  million 

of  those  adults  read  a  physical  copy  each  week. 

Source:  Neiespaper  Association  of  America 


37% 

of  non-mobile 
media  users 


52% 

trust  local 
television 
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Profile  of  Smartphone  News 
Consumers  in  2013 

Based  on  a  random  sampling  of  1,134  U.S.  adults 


Smartphone  news  consumers 
within  each  age  group  ^ 


Percent  of  men  and  wbnien  smartphone 
news  consumers  within  each  age  group 


Preference  for  news 

Subscribers  to  digital 
newspapers  for  newspapers 
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Digital  News  Puts 
Consumers  In  Control 

Audience  is  less  monolithic  and  more  demanding  than  ever 


By  Alan  D.  Mutter 

News  consumption  in  the 
digital  era  has  become 
far  more  of  a  participatory 
activity  than  it  was  in  the 
days  when  folks  plopped  into  a  La- 
Z-Boy  to  read  the  paper  or  watch  the 
evening  news. 

Publishers  hoping  to  connect  with 
modem  audiences  need  to  under¬ 
stand  the  radically  different  expec¬ 
tations  that  consumers  have  about 
when,  where  and  how  they  get  the 
news  -  and  how  they  proactively  mix, 
match  and  remix  the  information 
they  acquire. 

The  surprising  degree  to  which  con¬ 
sumers  are  using  digital  technology 
to  personalize  and  control  the  news¬ 
consuming  experience  is  illuminated 
in  a  recent  study  from  the  Reuters 
Institute  for  the  Study  of  Journalism 
at  Oxford  University. 

Conducted  online  in  the  United 
States  and  eight  other  countries,  the 
Oxford  study  shows  an  eclectic  ap¬ 
petite  for  news  sources  and  platforms 
around  the  world,  as  well  as  a  sharp 
generational  divide  in  what  consumers 
do  with  the  news  after  they  obtain  it. 

In  particular,  the  findings  show  that 
digital  natives  under  the  age  of  45  are 
more  proactive  than  their  elders. 

While  the  online-only  nature  of 
the  study  may  not  give  the  print  and 
broadcast  media  all  the  credit  they 
are  due,  these  trends  are  too  signifi¬ 
cant  for  media  executives  to  ignore. 
You  can  read  the  full  study  at  http:// 
tinyurl/oxjoum.  Meantime,  here  are 
the  key  findings: 


Digital  trumps  traditional 

Online  media  far  surp^s  newspapers 
as  the  primary  source  for  news  for 
both  young  and  old  consumers.  While 
52  percent  of  those  over  the  age  of  45 
said  television  was  the  main  source 
they  used  for  keeping  up  with  the 
news,  30  percent  in  the  senior  cohort 
cited  the  Internet  as  their  top  news 
venue  and  only  10  percent  named 
newspapers.  By  contrast,  55  percent  of 
those  under  45  said  the  Internet  was 
their  primary  news  source,  with  28 
percent  citing  TV  and  5  percent  nam¬ 
ing  newspapers. 

Digital  users  value  choice 

One  in  three  digital  news  consum¬ 
ers  said  they  used  more  than  a  single 
device  to  follow  the  news.  While  71 
percent  of  U.S.  respondents  used 
computers,  28  percent  used  smart¬ 
phones,  16  percent  used  tablets,  4 
percent  used  TVs  connected  to  the 
Internet  and  2  percent  used  eReaders. 


The  more  digital  devices  that  consum¬ 
ers  use,  the  more  news  they  consume. 
While  68  percent  of  those  who  used 
only  computers  to  access  the  news  said 
they  checked  headlines  several  times 
a  day,  88  percent  of  those  who  used 
a  combination  of  computers,  tablets 
and  smartphones  monitored  the  news 
throughout  the  day. 

Digital  natives 
take  control 

Digital  natives  under  the  age  of  45 
view  the  news  as  more  of  a  participa- 
toiy  activity  than  their  elders.  In  the 
United  Kingdom,  the  survey  found 
that  23  percent  of  those  in  the  junior 
cohort  actively  engaged  in  aggregating 
and  curating  news,  as  compared  with 
only  13  percent  of  those  over  the  age 
of  45.  At  the  other  end  of  the  scale,  46 
pjercent  of  those  in  the  over-45  group 
were  passive  consumers  of  the  news, 
as  compared  with  15  p>ercent  of  those 
in  the  junior  group. 
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Digital  natives  talk  back 

Far  from  simply  leaning  back  to  read 
the  news,  digital  natives  react  to  what 
they  see.  When  asked  if  they  have 
shared  a  news  item  via  email  or  the  so¬ 
cial  media  in  the  prior  week,  25  percent 
of  those  under  45  said  yes  but  only  13 
percent  of  those  in  the  older  group  had 
done  so.  There  is  even  a  difference  in 
the  means  they  preferred.  While  nearly 
a  quarter  of  those  under  45  say  they 
would  share  an  article  over  social  me¬ 
dia,  only  half  as  many  would  do  so  via 
email.  Similar  behavior  applies  to  com¬ 
menting  on  the  news.  While  one  in  five 
of  those  under  45  would  comment  on 
an  article  on  a  social  network,  only  half 
the  number  would  do  the  same  on  a 
newspaper  or  broadcast  website. 

Digital  natives  prize  peers 

In  a  finding  particularly  troublesome 
for  mainstream  media,  respondents 


under  45  said  they'put  more  trust  in 
social  networks  and  the  power  of  the 
web  than  they  do  in  traditional  news 
brands.  While  38  percent  said  they  got 
their  news  from  social  networks,  only 
23  percent  said  they  relied  on  estab¬ 
lished  brands.  Thus,  it  appears  that 
peers  get  more  respect  than  brands. 

Gender  adds  a 
new  dimension 

News  consumption,  like  so  many  other 
things,  varies  by  gender.  Men  are  far 
more  interested  in  sports,  business  and 
science  than  women,  while  females  are 
more  interested  in  local  news,  celebrity 
news  and  health  news.  Men  get  more 
actively  involved  in  culling,  comment¬ 
ing  and  creating  news  than  women. 
The  UK  study  found  that  6l  percent  of 
the  most  active  news  consumers  and 
commenters  were  men.  Further,  the 
study  found  that  men  are  more  likely  to 


share  news  online,  while  women  tend 
to  do  so  in  person. 

Taken  together,  the  above  findings 
show  that  the  news  audience  is  less 
monolithic  and  more  demanding 
than  most  editors  and  publishers  ever 
imagined.  Now,  the;'  need  to  imag¬ 
ine  new  ways  to  connect  with  those 
increasingly  connected  consumers.  ■ 
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Flipping  for, 
Flipboard  , 

App  becomes  a  big-time  player  in  news  '  | 
aggregating  through  social  media  ^ 


By  Rob  Tomoe 


through  to  the  creator’s  web  site  to 
read  the  full  article. 

So,  Flipboard  is  becoming  a  player 
in  a  social  media  environment  that 
has  become  an  important  source  of 
traffic  for  most  news  organizations’ 
wdbsites.  Flipboard’s  user  experience 
is  so  intuitive,  it  has  partnered  with 
large  media  partners,  like  the  U.K.’s 
The  Guardian,  the  Los  Angeles  Times 
and  the  Chicago  Tribune,  in  arrange¬ 
ments  that  allow  Flipboard  to  share 
its  full  content  in  exchange  for  a,  spit 
in  ad  revenue. 

That’s  the  key.  Due  to  Flipboard’s 
unique  mobile  interface,  instead  of 
being  limited  to  thin,  small  mobile 
ads  that  users  ignores,  readers  are 
presented  fiill-screen  ads  that  really 
showcase  the  potential  of  monetiz¬ 
ing  the  gro\vth  in  readers  on  mobile 
devices.  By  doing  this,  Flipboard  has 
been  able  to  go  beyond  the  traditional 
call-to-action  ads  and  grow  sales  to 
both  luxury  brands  and  branding 
campaigns,  generally  tough  sells  for 
non-print  publishers. 

According  to  New  York  Times 
spokesperson  Linda  Zebian,  Flipoard 
is  appealing  in  the  same  vein  as  sites 
such  as  Instagram  and  Tumblr,  which 
allow  Times  content  to  be  exposed 


Twitter,  Facebook,  Ins¬ 
tagram,  Tumblr...with  so 

many  social  media  platforms 
being  hurled  towards  editors 
these  days,  it  might  not  come  as  a 
surprise  that  many  haven’t  heard  of 
Flipboard,  the  popular  mobile  news 
aggregation  app  that  bills  itself  as 
“your  social  magazine.” 

Back  in  March,  Flipboard  made  a 
major  upgrade,  letting  users  create 
and  edit  their  own  curate  magazines 
that  could  be  read  by  the  companies’ 
millions  of  users.  Now,  Flipboard  is 
taking  its  first  step  away  from  mo¬ 
bile,  announcing  in  July  that  it  had 
launched  a  new  web-based  service 
that  lets  its  popular  user-edited 
magazines  to  be  read  by  anyone  vdth 
a  computer  and  an  internet  connec¬ 
tion.  Why  should  editors  care? 

According  to  Flipboard  spokes¬ 
woman  Christel  van  der  Boom, 
nearly  3  million  magazines  have  been 
created  and  consumed  by  75  million 
active  users,  all  sharing  content  cre¬ 
ated  by  someone  else.  When  thinking 
about  Flipboard,  think  Facebook,  but 
with  a  niftier  interface  and  a  bet¬ 
ter  rendering  experience.  Excerpts 
are  formatted  and  presented  in  a 
magazine  format,  and  users  can  click 
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to  new  readers  in  demographics  that 
don’t  usually  visit  the  r/mes’website. 
The  Times  allows  Flipboard  to  use  full 
stories,  but  users  can  only  read  three 
a  day  before  they  are  forced  to  sign  up 
for  the  Times  subscription  plan. 

The  Times  wouldn’t  provide  specific 
subscription  numbers,  but  Zebian  did 
say  its  Flipboard  partnership  has  suc¬ 
cessfully  moved  the  needle  in  terms 
of  acquiring  new  paying  subscribers, 
an  enticing  prospect  for  other  media 
organizations  with  a  paywall  looking 
for  ways  to  grow  revenue. 

Smaller  media  organizations  with¬ 
out  the  staff  or  resources  to  develop 
their  own  mobile  app  might  also  see 
many  advantages  in  partnering  with 
Flipboard.  But  while  this  approach 
has  worked  out  well  for  the  New  York 
Times,  several  media  properties,  like 
Wired  and  The  New  Yorker,  have 
pulled  their  content  off  of  Flipboard. 
Others,  like  the  Los  Angeles  Tim^, 
might  be  starting  to  reassess  the  scope 
of  its  content  partnership  in  lieu  of 
Flipboard’s  push  towards  the  Web. 

“The  L.A.  Times  believes  in  reach¬ 
ing  readers  through  a  breadth  of 
platforms  and  provides  Flipboard 
users  with  a  selection  of  our  editorial 
content,”  said  Nancy  Sullivan,  vice 
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president  of  communication  for  the 
L.A.  Times.  “We  continually  evaluate 
what  the  best  mix  and  number  of  sto¬ 
ries  should  be  and  how  best  to  work 
with  the  service.” 

Other  media  companies,  like  the 
U.K.  Telegraph,  have  taken  to  Flip- 
board’s  service  to  curate  their  own 
magazines.  Every  day,  the  staff  of  the 
Telegraph  gather  about  40  stories 
from  the  day’s  news  and  produce  a 
Flipboard  magazine  called  Telegraph 
PM,  a  modern-day  version  of  the 
afternoon  paper,  which  is  updated 
every  day  at  4  p.m.  and  targeted  at 
commuters  just  leaving  work. 

Judging  by  the  numbers,  the 
magazine  is  popular,  enjoying  nearly 
24,000  daily  readers  after  just  a 
couple  of  months  in  production. 

The  magazine  features  photos  and 
excerpts  of  stories,  and  links  back 


to  the  Telegraph’s  website  if  read¬ 
ers  want  to  read  the  full  story.  The 
magazine  doesn’t  feature  any  ads 
(content  is  monetized  when  users 
click  through  to  stories)  but  van  der 
Boom  insists  they  have  the  ability  to 
be  flexible  with  publishers  looking 
for  different  options. 

“There’s  not  a  one-size-fits-all  ap¬ 
proach  at  Flipboard,  and  we  have  the 
ability  to  be  flexible  and  work  with 
individual  publishers  to  create  unique 
solutions  and  experiences,”  van  der 
Boom  said.  “For  instance,  we  haven’t 
done  much  in  the  way  of  local  content, 
but  I  could  see  us  doing  that  for  sure.” 

Editors  looking  to  get  involved  in 
Flipboard  might  consider  curating 
a  magazine  based  around  a  niche 
or  subject  area  where  they  have  a 
particular  expertise  or  breadth  of 
content.  For  instance,  the  staff  at  the 


Guardian  curate  three  popular  maga¬ 
zines  on  Flipboard’s  service:  The  Roy¬ 
als,  which  features  the  best  of  their 
coverage  of  the  British  monarchy; 
Space:  Mars,  Meteors  and  Monkeys,  a 
selection  of  the  newspaper’s  coverage 
of  space  and  science  news;  The  Death 
Penalty  in  America,  which  collects 
the  Guardian’s  coverage  of  capital 
punishment  in  the  U.S. 

“We’re  thrilled  to  be  part  of  flip- 
board’s  elegantly  designed  user  experi¬ 
ence  to  bring  the  Guardian’s  distinc¬ 
tive  journalism  to  a  new  and  growing, 
community  of  readers,”  said  Guardian 
U.S.  VEO  Michael  Bloom.  ■ 
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Reinvestigating  the 
Crash  of  TWA  800 

Lack  of  media  skepticism  in  original  investigation 
leads  to  questions  posed  in  documentary 

By  Allan  Wolper 


Goddammit,  when  is  some¬ 
body  going  to  go  on  the 
record  in  this  story?  You 
guys  are  about  to  write  a 
story  that  says  the  attorney  general  of 
the  United  States,  the  highest  ranking 
law  enforcement  officer  in  the  country, 
is  a  crook.  Just  be  sure  you  are  right.... 
And  leave  room  for  his  denial.” 

Ben  Bradlee,  played  by  the  late 
Jason  Robards,  is  warning  Bob 
Woodward,  played  by  Robert  Red- 
ford;  and  Carl  Bernstein,  played  by 
Dustin  Hoffinan,  in  the  film,  “All  the 
President’s  Men,”  that  they  are  taking 
on  the  then  powerful  Richard  Nixon 
White  House.  It’s  a  cinema  reflection 
of  the  real  world. 

But  not  all  movies  are  documenta¬ 
ries,  especially  when  they  recreate  real 
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people.  If  you  are  going  to  produce  a 
documentarythat  takes  on  the  White 
House  and  its  myriad  entities  like  the 
FBI,  the  CIA  or  the  National  Trans¬ 
portation  Safety  Board,  you  better  not 
make  any  mistakes.  You  have  to  get 
people  to  go  on  the  record,  put  their 
reputations  on  the  line,  and  then  be 
prepared  for  the  fallout. 

Kristina  Boijesson  and  Tom  Stal- 
cup’s  90-minute  documentary,  “Flight 
TWA  800”,  did  just  that.  It  is  an  an¬ 
gry,  compelling,  solemn  investigation 
of  the  July  17, 1996  flight  that  crashed 
into  the  Atlantic,  10  miles  off  the 
coast  of  Long  Island,  N.Y.,  killing  230 
people.  The  plane  took  off  at  approxi¬ 
mately  8:19  p.m.  and  was  about  10 
minutes  out  of  JFK  Airport  en  route  to 
Paris  when  it  went  down. 


Boijesson,  a  former  producer  with 
CBS  News,  NBC  and  ABC,  wrote, 
directed  and  co-  produced  the  film  with 
Stalcup,  a  physicist  and  head  of  The 
Flight  800  Independent  Researchers. 
They  have  tried  for  years  to  prove  once 
and  for  all  that  the  plane  was  victim¬ 
ized  by  a  missile,  domestic  or  foreign, 
and  not  from  a  faulty  central  fuel  tank, 
as  the  National  Transportation  Safety 
Board  has  ruled.  The  evidence  In  the 
documentaiy :  TWA  was  shot  out  of  the 
sky.  The  documentary,  was  televised  on 
July  17  —  the  17th  anniversaiy  of  the  . 
TWA  tragedy  —  on  EPIX,  a  premium 
cable  channel  owned  by  Viacom. 

Stalcup  has  filed  a  petition  with  the 
NTSB  that  it  reopen  its  investigation 
into  the  TWA  800  explosion.  The 
petition  was  signed  by  Stalcup,  and 
several  people  involved  in  the  original 
NTSB  investigation,  including  Hank 
Hughes,  a  retired  NTSB  investiga¬ 
tor;  Bob  Young,  a  retired  analyst  for 
TWA;  Jim  Spear,  an  accident  inves¬ 
tigator  for  the  Airlines  Pilot  Associa¬ 
tion,  and  at  least  a  dozen  members  of 
the  surviving  families. 

NTSB  has  informally  agreed  to 
reexamine  its  original  findings,  an  ex¬ 
tremely  rare  move  by  the  agency.  It  has 
already  assigned  one  of  its  top  investi¬ 
gators  to  head  a  complete  review  of  the 
original  findings,  according  to  sources. 
It  is  a  situation  that  has  raw  emotions, 
from  those  who  lost  loved  ones  and 
accept  the  NTSB  decision,  and  those 
who  feel  the  cause  of  the  crash  has  been 
covered  up  these  past  17  years. 

The  overwhelming  national  press 
reaction  to  the  documentary  mud¬ 
died  the  debate  even  more.  Television 
critics,  for  the  most  part,  analyzed  the 
documentary  as  a  film,  while  straight 
news  journalists  quoted  the  debate 
between  experts. 

There  were  also  76  reporters  who  par¬ 
ticipated  at  a  teleconference  call  held 
by  the  producers  and  their  experts  to 
support  the  missile  theoiy  of  the  docu¬ 
mentary.  Another  press  crowd  attended 
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a  NTSB  briefing  held  at  its  training 
center  in  Auburn,  Va.  to  emphati¬ 
cally  defend  its  original  ruling  that  the 
plane  crash  resulted  finm  a  mechanical 
failure  and  not  a  missile.  Media  reports 
note  that  the  experts  quoted  in  the 
documentary  were  credible. 

Verne  Gay,  a  television  reviewer  for 
Newsday,  which  won  a  Pulitzer  Prize 
for  its  spot  coverage  of  the  crash,  was 
typical  of  the  serious  coverage  the 
documentary  received.  “There  is  noth¬ 
ing  flaky  about  “TWA  Flight  800,” 
Gay  wrote.  “There  are  no  fiiiitcake 
conspiricists  here  or  lunatic  fringes... 
At  the  very  least  this  film  builds  a  case 
—  a  surprisingly  powerful  one  —  for 
plausible  uncertainty.” 

Still,  he  utters  a  word  of  caution: 
“...as  effective  as  this  film  is  at  hack¬ 
ing  away  at  the  official  explanation,  it 
can’t  fully  cleave  it  either.” 


There  were  several  subplots  in  the 
documentaiy.  The  one  that  captured 
the  media  attention  were  charges  that 
the  FBI  and  the  NTSB  improperly 
handled  evidence,  disregarded  state¬ 
ments  of  witnesses  who  saw  the  plane 
go  down  and  refused  to  allow  the 
Suffolk  County  Medical  examiner  to 
analyze  autopsy  reports. 

The  film  also  alleges  the  CIA  pro¬ 
duced  a  video  which  misrepresented 
the  science  which  brought  down  the 
plane.  Most  chillingly  was  an  FBI 
interview  with  a  witness  who  seemed 
to  support  the  missile  theory  that  was 
never  followed  up  except  by  Richard 
Valeriani  in  a  Huffington  Post  article. 
Afterwards,  the  witness,  Phyllis  Tor- 
ney,  in  the  documentaiy,  said  she  told 
the  agents  what  she  had  seen,  and  one 
of  them  gave  her  this  advice: 

“You  have  your  papers  to  become 


an  American  citizen,  don’t  you...I  said 
yes.  I’m  waiting  to  be  called...well,  it 
would  be  very  wise  of  you  if  you  want 
to  become  an  American  citizen,  to 
keep  quiet  about  this  and  not  talk  to 
anyone  about  it...I  didn’t  because  I 
figured,  you  know,  I  wanted  to  become 
an  American  citizen.” 

Tomey,  a  retired  nurse,  subse¬ 
quently  received  her  citizenship  and 
now  appiears  with  Boijoesson,  Stalcup, 
Young,  and  Hughes  at  screenings  to 
support  the  documentary’s  evidence. 
Valeriani,  who  also  supported  the 
documentary’s  findings,  appeared  on  a 
panel  discussion  in  Washington,  D.C. 
with  the  producers. 

The  less  obvious,  yet  hard  to  miss 
political  subplot  involved  the  way  the 
producers  handled  the  fact  that  the 
crash  took  place  during  the  Clinton 
Administration.  The  final  minute  of 
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the  documentary  shows  a  picture  of 
former  President  Clinton  with  a  nota¬ 
tion  that  he  declined  to  be  interviewed 
without  explaining  why  they  needed  to 
talk  to  him. 

The  reason?  Boijesson  and  Starcup 
say  they  wanted  to  highlight  the 
forensic  evidence  they  say  they  have 
uncovered  and  to  avoid  “politicizing” 
their  investigation.  They  seem  willing 
to  give  reporters  copies  of  a  redacted 
memo  they  say  proved  the  president 
was  kept  in  the  loop  in  the  TWA  800 
investigation  as  well  as  other  material 
they  acquired  in  their  investigation. 

This  could  be  an  issue  that  could 
be  used  by  future  presidential  candi¬ 
dates  who  might  run  against  former 
Secretary  of  State  Hillary  Clinton,  who 
has  all  but  announced  she  is  planning 
to  run  for  president  in  2016.  She  lived 
in  the  White  House  when  TWA  800 
exploded,  but  no  one  has  produced 
any  evidence  that  she  had  any  role  in 
the  NTSB  or  FBI  investigation. 

That  April  16, 1997  redaxrted  memo 
concerned  a  witness  who  claimed  to 
have  seen  the  trajectoiy  of  the  plane 
when  it  crashed.  The  unidentified 
author  of  the  memo  asked  whether 
his  findings  should  be  shared  wdth 
then-CIA  chief  George  Tenant;  James 
Kallstrom,  the  assistant  FBI  agent  in 
charge  of  the  initial  investigation,  then 
FBI  director  Louis  Freeh  and  Clinton. 

“We  just  want  journalists  to  go 
back  and  do  some  actual  reporting,” 
Boijesson  said,  frustration  in  her  voice 
during  a  lengthy  telephone  interview. 
“All  I  want  them  to  do  is  go  back  to  the 
old  fashioned  way  of  doing  things  in 
journalism.  Avoid  creating  a  virtual  re¬ 
ality  with  official  source  reporting.  It  is 
absolutely  shocking  to  talk  to  report¬ 
ers  from  major  outlets  who  just  won’t 
do  that.  Who  won’t  interview  wit¬ 
nesses  to  the  crash  because  they  don’t 
trust  what  they  are  saying.  Evidence 
is  evidence.  I  just  (want)  them  to  do 
some  real  reporting.  Come  up  (with) 
their  own  stories.  Check  us  out.” 


Boijesson’s  hope  is  that  The  New 
York  Times  and  The  Washington  Post 
—  considered  the  country’s  news¬ 
papers  of  record  —  will  turn  loose 
some  of  its  investigative  muscle  —  to 
confirm  the  conclusions,  or  not. 

Stalcup,  hoping  to  entice  The  New 
York  Times  to  follow  up  on  the  find¬ 
ings  of  the  documentary,  sent  an  email 
in  May  to  Scott  Shane,  the  paper’s 
National  Security  reporter,  indicating 
he  knew  who  might  have  blown  up  the 
plane.  “We  have  solved  the  CAUSE 
of  the  crash,  which  no  one  has  done 
until  now,”  he  wrote  to  Shane.  “We 
have  circumstantial  evidence  point¬ 
ing  to  who  did  it,  but  again,  we  don’t 
speculate  and  think  that  uncovering 
the  hard  evidence  showing  the  cause 
of  the  crash  is  indeed  newsworthy.” 

Stalcup  made  his  offer  after  receiv¬ 
ing  an  email  from  Shane  in  which  he 
said  the  paper  would  not  write  a  story 
on  the  documentary  unless  he  could 
see  that  evidence. 

“Tom,  I  certainly  do  think  that  if  you 
had  proven  that  the  official  version  of 
TWA  800  was  wrong,  and  came  up 
with  a  persuasive  alternative  theory,  it 
would  be  a  big  stoiy,”  Shane  said  in  his 
email.  “But  as  I  mentioned  previously, 
in  the  absence  of  a  better  explanation, 
it’s  hard  to  make  it  news.  Vague  specu¬ 
lation,  without  evidence,  that  missiles 
were  fired  by  unknown  entities  that 
accidentally  shot  down  the  plane 
doesn’t  meet  that  standard.  Nor  does 
the  cover-up  notion  because  you  don’t 
offer  a  coherent  motive  for  a  bunch  of 
people  from  different  agencies  to  cover 
up  the  truth.”  Shane  declined  to  com¬ 
ment  on  the  exchange.  The  Post  has 
thus  far  declined  to  publish  anything 
on  the  documentary. 

However,  Matthew  Wald,  the  Times 
reporter  who  has  covered  numerous 
plane  crashes  since  the  early  1990’s  and 
is  the  lead  reporter  on  coverage  of  the 
jumbo  jet  disaster,  insists  the  issues  the 
documentary  is  reprising  are  theories 
that  have  been  long  discounted. 


“We  looked  at  the  DVD  and  decided 
not  to  do  anything,”  Wald  said.  He 
said  he  attended  the  NTSB  briefing 
and  even  asked  some  questions.  “It 
was  my  beat  so  I  covered  it,  but  no 
news  came  out  of  it.” 

The  current  tumult  is  similar  to  the 
reaction  that  follow^  the  publication 
of  the  March  10, 1997  front  page  stoiy 
in  the  (Riverside,  Ca.)  Press-Enterprise 
by  David  Hendrix  that  first  suggested 
that  TWA  800  had  been  shot  down  by 
American  naval  vessels  on  maneuvers. 

Mel  Opotowsky,  a  lecturer  at 
California  State  University  at  Fuller¬ 
ton  and  the  founding  director  of  the 
California  First  Amendment  Coalition, 
was  the  managing  editor  of  the  Press- 
Enterprise  when  it  broke  the  story. 

“Where  is  the  media  skepticism?”  he 
asked  in  an  article  in  an  April,  1997  ar¬ 
ticle  in  Editor  Cf  Publisher.  “The  FBI’s 
disinformation  campaign  is  working... 
The  New  York  Times  has  someone 
assigned  to  the  story.  The  Los  Angeles 
Times  has  someone  assigned  to  it. 
There  Eire  some  very  bright  reporters 
working  on  it.  But  the  skepticism  is 
not  there.” 

That  question  is  one  that  has 
long  haunted  journalists  who  dared 
to  challenge  the  official  version  of 
things.  Some  important  original 
investigators  to  the  cause  of  the  crash 
are  doing  just  that.  The  best  and  . 
brightest  in  America’s  newsrooms 
should  follow  suit.  ■ 

■  Allan 

Wolper  is  a 
professor  of 
journalism 
at  Rutgers- 
Newark 
University 
and  host/ 

producer  of  “Conversations  with 
Allan  Wolper,”  a  broadcast  on 
WBGO  88.3,  an  NPR  affiliate  in 
the  New  York  area. 


production 


BY  TONI  MCQUILKEN 


MAKING  A  MAGNUM 
DEBUT  AT  PRINT  13 


At  this  year’s  Print  13 

show  in  Chicago,  Sept. 
N-12.  (lOss  liitfriiatioiKil 
w  ill  liold  llic  I  ^S.  (k'hiil 
()l  ils  new  Ma,i;niini  t'ompaci  press. 
W’c  sat  dow  n  w  ith  V\'i'slc\  C’Icmcnts, 
tlu'  \  ic(‘  president  ol  Xewspa|)er  and 
Altennarket  Sales,  Xoi  th  America,  to 
learn  more  ahont  the  press  and  ( loss' 
stratei;^  Cor  the  Ciitnre. 

The  Mat;imm  t'ompaet,  lu-  noted, 
was  desi,u,ned  to  lit  the  trends  in  the 
newspapei'  market  today.  "'I'he  trimd 
is  to  shorti  r  print  rims  and  more  xcr- 
sions."  Clements  noted.  '.So  instead 


ol'a  lOO.OOO  or  200. ()()() '  print 
rim  w  ith  one  or  two  edit  ions,  you're 
t;('ttini;  demands  and  opportunities 
lor  more  ."),000  to  10.000  jirint  rims. 
I'his  press  is  desi;,;ned  to  i;i\  e  newspa¬ 
per  printers  a  \  iahle  print  model  Cor 
short  print  rims." 

'Co  aehicM'  the  shorter  rims,  the  Ma.t;- 
nmn  Compact  has  shortiaied  "make- 
I'cadys"  In  a  siihstantial  amount.  I n- 
stead  ol  l.")-20  minutes  ol  inake-read\, 
the  Ma,r!,niim  Compact  cuts  it  dow  n 
to  sini;le  dhyits,  Clements  said,  "rhat's 
w  hat  the  machine  was  desii;n('d  lor 
lirsi  and  Coremosl.  \\V  retained  a  lot 


oCslandard  systems  Crom  Ma,ij,nmn, 
hut  added  the  ,\iitoplate  and  other 
Ceatnres  to  create  a  short  rim  press 
that  can  also  do  100,000  or  more  cop¬ 
ies  iCyoii  lU'cd  to.  It's  the  best  oChoth 
worlds,  rediieini;  the  break-e\i'n  point 
oCoCCset  to  a  kiwcr  le\c‘l. " 

Clements  noted  that  there  are  still 
sonu'  publishers  who  aio  doiiyi;  the 
lari;c  print  runs  on  a  rei;iilar  basis, 
and  Cor  ibose  printers,  he  said,  the 
Compact  inijyht  nol  be  the  ri.e^il  press, 
lint  lu‘  sees  it  as  eomplemeni ini;  the 
printer  w  ho  is  lookin;.;  to  take  on  a 
w  ider  ran,i;e  and  type  oCwork. 


'I****  ^ 


Fully  automatic  plate  change 
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■TIh'si’  (lays  the  hij^  (iri\ or  is  to 
inoroaso  tlioir  oontraot  print  opportu¬ 
nities,"  said  Clements.  “The  Maj^num 
Compact  really  offers  a  differentiating 
advantage,  \ersiis  the  guy  up  the  road 
who  Just  haj^ix'iis  to  have  some  extra 
|)ress  time  available.  It  suppoi’ts  short 
make-ready  and  flexible  work,  and  can 
easily  run  \  ariahle  web  w  idths  as  well. 
It  can  offer  more  ehoiee  to  eustomers 
with  multiple  c'ditions,  hut  is  also  a 
good  tool  to  win  extra  print  business. 

I  like  to  think  of  it  as  a  ju-ess  that's 
future  proof  -  the  runs  will  he  shorter, 
hut  tlxM-e  will  he  man\  more  of  them  - 
this  is  the  press  for  the  future." 

'fhaflits  in  with  what  Clements  -  and 
Closs  in  general  -  sees  for  the  future  of 
not  just  general  print,  hut  of  newspa¬ 
pers  speeifieally.  1  le  believes  the  format 
will  continue  to  he  strong,  hut  it  will  he 
more  focused  -  shorter  runs  of  editions 
that  focus  on  local  new  s  and  infor¬ 
mation,  tailorc'd  to  smaller  regional 
audiences,  rather  than  just  one  or  two 
editions  of  a  large  national  brand.  And 
printers,  he  noted,  need  to  he  flexible 
enough  to  meet  that  challenge. 

■■'rhe  old  newspaper  presses.didn't 
anticipate  [  the  trend  to  shorter  runs  |," 
Clements  noted,  “'rhe  press  design 
from  40  years  ago  isn't  necessarily  the 
press  of  the  future.  Presses  need  to  he 
more  versatile  and  allow  iirinters  to 
he  more  flexible,  'fhat's  how  they  get  a 
return  on  the  investment.  Versatility, 
more  choice  and  being  able  to  react 
more  {|uiekly  to  the  mai’ki't:  those  are 
the  trends  we  see." 

1  le  went  on  to  note  that  he  believes 
newspapei'  printei's  ai’c  n'eognizing 
that  trend,  and  are  starting  to  make 
the  investments  now  -  hut  thosx'  w  ho 
don't  might  lind  themselves  in  trouble 
a  few  years  down  the  line.  "Pi  iiiters 
should  make  investments  today  to 
tailor  their  product  to  local  audiences," 
he  said.  "Thc'y  also  need  to  invest  in 
liroduetivity  to  reduce  cost  |X'r  copy  to 
keep  jirint  a  \  iahle  business  jiroposi- 
tion.  Th('re  is  a  lot  of  oi)portunity  still 
there  to  reduce  costs,  and  with  the 
right  equipment  to  increase  ehoiee."* 


>  The  Magnum  Compact  unit. 


BEYOND  THE  PRESS 


Beyond  showcasing  the  new 

Magnum  Compact  at  Print  13, 

Clements  notes  that  Goss  also  con¬ 
tinues  to  offer  a  full  suite  of  presses 
ranging  from  the  2x1  Community  SSC 
model  to  double-  and  triple-width  Uniliner 
and  Colorliner  CPS  models  that  run  at  up  to 
90,000  copies  per  hour.  The  company  plans 
to  make  newspapers  a  focus  of  the  show, 
both  in  the  pressroom  and  the  mail  room.  It 
‘even  has  a  special  event  planned  to  bring  in  >  Wesley  Clements, 
customers  on  the  Sunday  of  the  show,  when  International 

it  will  do  in-depth,  live  demonstrations  of  AftermaritetS^*”*^ 
the  Magnum  Compact  Autoplate  system, 

answer  questions,  and  spend  time  giving  printers  a  greater  depth 
of  knowledge  than  a  standard  trade  show  floor  visit  can  impart. 
Goss  will  also  have  partner  Ferag  in  the  booth,  showing  off  its 
new  MiniSert  inserter,  and  a  new  gripper  conveyor.  “It’s  a  great 
compliment  to  the  new  Magnum  Compact,”  said  Clements.  “It’s 
a  very  flexible  inserter.”  And  new  stacker  technologies  will  also  be 
at  the  booth,  showing  different  applications  and  ways  newspaper 
printers  can  adapt. 

“So  there  are  a  number  of  things  happening  across  the  range,” 
Clements  noted.  “We  very  much  believe  the  newspaper  industry  is 
alive  and  kicking,  we  just  need  to  bring  the  right  products  to  the 
market.”  Goss’  key  focus  will  be  on  the  newspaper  -  and  newspaper 
printer  -  of  the  future,  and  how  the  right  equipment  can  make  that 
not  only  a  viable  business  model  well  into  the  future,  but  one  that 
will  remain  highly  profitable  as  well.  ■ 


» Wesley  Clements, 
Goss  International 
VP  of  Newspaper  and 
Aftermarket  Sales 
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BY  TONI  MCQUILKEN 


MAKING  A  MAGNUM 
DEBUT  AT  PRINT  13 


New  Compdct  press  fits  trend  toward 
shorter  print  runs,  niore  versions 


At  this  year’s  Print  13 

show  in  Chicago,  Scj)!. 
S-12,  (Joss  International 
w  ill  hold  the  U.S.  debut 
of  its  new  Maj;nnm  Compact  press. 
W'e  sat  clow  II  w  ith  W  esley  Clements, 
the  \  iee  presidc'iit  oI  Nc'wspaper  and 
.Aftermarkc't  Sale's,  North  America,  to 
Ic'arn  more  about  tluj^'cssand  (loss' 
stratc'i;;^  for  the  future. 

'file  Ma;j,nmn  Com|iaet,  he  notc'd, 
was  (h^ic;nc'd  to  lit  tlu'  trends  in  the 
newspaper  market  today,  “'fhe  trend 
is  to  shorter  iirint  rims  and  more  ver¬ 
sions,"  Clc'inents  noted.  “So  instead 
A. 


of  a  1()(),0()()  or  2()(),<)()()  t  jirint 
run  with  one  or  two  c'ditions,  you're 
c;ettinj;  demands  and  opiiortimities 
for  moi'e  .“>,()()()  to  lO.OOO  print  i  nns, 
'fhis  |)ress  is  desii^ned  to  i^ic  c'  newspa¬ 
per  printers  a  \  iable  print  model  for 
short  |)rint  rims." 

'I'cyaehiexe  the  shorter  nm.s,  the  Mas;- 
mim  Comiiaet  has  shortenc'd  “make- 
readys"  by  a  substantial  amount.  I n- 
stc'ad  oflo-^O  minutes  of  make-ready, 
«  tbe  Mati;nmn  Compact  cuts  it  down 
to  sin,e;le  dit;its,  Clements  said.  “'I'hat's 
w  hat  the  machine  was  desii;ned  for 
lirst  and  foremost.  VVe  retained  a  lot 


of  standard  systems  from  Mas;nmn, 
but  added  tbe  Antoplate  and  otlu'r 
features  to  create  a  short  run  press 
that  can  also  do  100, ()()()  or  more  eoj)- 
ies  if  you  lU'cd  to.  It's  the  best  of  both 
worlds,  ri'dneinj;  tbe  break-even  |ioint 
of  ot  fset  to  a  lower  le\  el.'' 

Clements  noti'd  that  there  are  still 
some  |iublishers  who  are  doinj;  the 
lars;e  print  runs  on  a  ri'i;nlar  basis, 
and  foi’  those  printc'rs,  he  said,  the 
Compact  mii;ht  not  be  the  ri.ujht  press, 
lint  hi'  si'c's  it  as  eompU'nu'ntini;  the 
printer  w  ho  is  lookint;  to  take  on  a 
w  idi'r  rani;('  and  type'  of  work. 


Fully  automatic  plate  change 
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‘These  days  the  big  driver  is  to 
increase  tlieir  contract  print  opportu¬ 
nities,"  said  Clenicjits.  “'rhe  Magnum 
Compact  reall}’  otters  a  ditt'erentiating 
advantage,  versus  the  gu\’  up  the  road 
who  just  happens  to  have  some  extra 
.  press  time  available.  It  supports  short 
make-read}’  and  flexible  work,  and  can 
easily  run  \  ariable  web  widths  as  well. 
It  can  otter  more  choice  to  customers 
with  multiple  editions,  but  is  also  a 
good  tool  to  win  e.xtra  print  business. 

I  like  to  think  of  it  as  a  press  that's 
future  proof  -  the  runs  will  be  shorter, 
but  there  will  be  many  more  of  them  - 
this  is  the  press  for  the  future.” 

That  fit.^Hpw  ith  what  Clements  -  and 
Cross  in  general  -  sees  for  the  ttiture  of 
not  just  general  print,  but  of  newspa¬ 
pers  specifically.  He  believes  the  format 
will  continue  to  be  strong,  but  it  will  be 
more  focu.sed  -  shorter  runs  of  editions 
that  focus  on  local  news  and  infor¬ 
mation,  tailored  to  smaller  regional 
audiences,  rather  than  just  one  or  two 
editions  of  a  large  national  brand.  And 
printers,  he  noted,  need  to  be  flexible 
enough  to  meet  that  challenge. 

■■'fhe  old  newspaper  presses  didn’t 
anticipate  [the  trend  to  shorter  runs]," 
Clements  noted.  The  pre.ss  design 
from  40  years  ago  isn’t  necessarily  the 
press  of  the  future.  Pres.ses  need  to  be 
more  versatile  and  allow  printers  to 
be  more  flexible,  d’hat’s  how  they  get  a 
return  on  the  investment.  Versatility, 
more  choice  and  being  able  to  react 
more  tjuickly  to  the  market:  tho.se  are 
the  trends  we  see." 

I  le  went  on  to  note  that  he  believes 
newspaper  printers  are  recognizing 
that  trend,  and  are  starting  to  make 
the  investments  now  -  but  tho.se  w  ho 
'  don’t  might  find  themselves  in  trouble 
a  few  years  dow  n  the  line.  “Printers 
should  make  investments  today  to 
tailor  their  product  to  local  audiences,” 
he  said.  “They  also  need  to  invest  in 
productivity  to  reduce  cost  per  copy  to 
keep  print  a  viable  business  proposi¬ 
tion.  'fhere  is  a  lot  of  opportunity  still 
there  to  reduce  costs,  and  with  the 
right  equipment  to  increase  choice."  ■ 


BEYOND  THE  PRESS 


*  Wesley  Clements, 
Goss  International 
VP  of  Newspaper  and 
Aftermarket  Sales 


Beyond  showcasing  the  new 

Magnum  Compact  at  Print  13, 

Clements  notes  that  Goss  also  con¬ 
tinues  to  offer  a  full  suite  of  presses 
ranging  from  the  2x1  Community  SSC 
model  to  double-  and  triple-width  Uniliner 
and  Colorliner  CPS  models  that  run  at  up  to 
90,000  copies  per  hour.  The  company  plans 
to  make  newspapers  a  focus  of  the  show, 
both  in  the  pressroom  and  the  mail  room.  It 
•even  has  a  special  event  planned  to  bring  in 
customers  on  the  Sunday  of  the  show,  when 
it  will  do  in-depth,  live  demonstrations  of 
the  Magnum  Compact  Autoplate  system, 
answer  questions,  and  spend  time  giving  printers  a  greater  depth 
of  knowledge  than  a  standard  trade  show  floor  visit  can  impart. 
Goss  will  also  have  partner  Ferag  in  the  booth,  showing  off  its 
new  MiniSert  inserter,  and  a  new  gripper  conveyor.  “It’s  a  great 
compliment  to  the  new  Magnum  Compact,”  said  Clements.  “It’s 
a  very  flexible  inserter.”  And  new  stacker  technologies  will  also  be 
at  the  booth,  showing  different  applications  and  ways  newspaper 
printers  can  adapt. 

“So  there  are  a  number  of  things  happening  across  the  range,” 
Clements  noted.  “We  very  much  believe  the  newspaper  industiy  is 
alive  and  kicking,  we  just  need  to  bring  the  right  products  to  the 
market.”  Goss’  key  focus  will  be  on  the  newspaper  -  and  new  spaper 
printer  -  of  the  future,  and  how  the  right  equipment  can  make  that 
not  only  a  viable  business  model  well  into  the  future,  but  one  that 
will  remain  highly  profitable  as  well.  ■ 


■“ditofaru'lf^uh'.b*  M 
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FUTURE  OF  NEWSPAPER  PRINTING 


Newspapers  and  digital  media 

will  continue  to  exist  side  by 
side  in  the  future.  This  was  the 
conclusion  drawn  by  the  some  50 
specialists  from  the  international  printing 
industry  that  ContiTech  Elastomer  Coatings 
invited  to  the  printing  blanket  symposium  in 
Northeim.  One  point  of  focus  was  the  future 
of  nevv^paper  printing  in  the  digital  era,  with 
devices  such  as  the  iPad  and  other  pioneer¬ 
ing  technologies.  In  the  talks  given  by  high- 
caliber  guests  and  the  lively  discussions, 
everything  revolved  around  the  question; 
What  prospects  are  available  to  modem 
newspaper  production  in  light  of  the  grow¬ 
ing  market  shares  held  by  digital  media? 
“Our  conclusion  is  that  newspapers  will 
keep  their  place  in  the  media  world  in  the 
years  to  come.  Newspaper  printing  com¬ 


panies  will  continue  to  be  successful  and  to 
work  economically  if  they  embrace  innova¬ 
tive  ideas  and  new  approaches,”  said  Markus 
Gnass,  head  of  the  Metal  Printing  Blankets 
unit  at  ContiTech  Elastomer  Coatings. 

In  the  participants’  view,  although  electron¬ 
ic  media  are  gaining  ground  worldwide  and 
will  displace  a  certain  share  of  the  market 
currently  held  by  traditional  printed  products 
in  the  Western  industrial  nations,  they  will 
by  no  means  completely  supersede  printed 
products  in  the  coming  years  but  rather 
complement  them.  “Publishers  need  to  see 
themselves  as  service  providers  for  their 
customers  and  not  purely  as  information 
mediums.  Only  by  offering  their  customers 
added  value  and  exhausting  all  opportunities 
will  they  be  able  to  maintain  their  share  of 
the  industry  in  the  future,”  said  Gnass.  ■ 


CGS 

RELEASES 

NEW 

VERSION  OF 
ORIS  COLOR 
TUNER 

CGS  Publishing 
Technologies 
International 
released  the  latest 
version  of  the  leading 
proofing  softvrare 
ORIS  Color  Tuner. 
Version  2.0.3  provides 
complete  support 
for  all  features  of 
the  high-end  inkjet 
systems  from  Canon, 
Epson  and  Roland  DG, 
including  enhanced 
color  management 
and  special  functions 
for  the  packaging 
industry. 

One  of  these  is 


KODAK  FLEXCEL  DIRECT  SYSTEM 
RECEIVES  2013  INTERTECH 


TECHNOLOGY  AWARD 


Printing  Industries  of  America 
(PIA)  named  the  KODAK  FL¬ 
EXCEL  Direct  System  one  of  11 
recipients  of  the  2013  InterTech 
Technology  Awards.  This  direct  laser  en¬ 
graving  system  uses  energy-efficient,  high- 
power  imaging  technology  to  produce 
press-recidy  elastomer  plates  and  sleeves 
that  enable  both  superior  print  quality  and 
increased  production  throughput. 

This  year’s  InterTech  Technology  Award 
marks  the  third  time  Kodak  has  received 
recognition  from  PIA  for  its  flexographic 
solutions.  In  2008,  Kodak  was  recognized 
for  the  launch  of  the  KODAK  FLEXCEL 
NX  System,  £uid  again  in  2010,  for  its  launch 
of  KODAK  DIGICAP  NX  Screening. 
“Historically,  direct  laser  engraving 
systems  have  offered  very  limited  through¬ 
put  capability  and  have  been  primarily 


used  for  applications  that  require  low- 
to  mid-level  print  quality,”  noted  Kuty 
Paperny,  worldwide  marketing  director, 
Flexographic  Solutions,  Kodak.  “The  FL¬ 
EXCEL  Direct  System  changes  the  game 
for  direct  laser  engraving  by  providing  a 
cost-effective  system  that  can  open  doors 
for  our  customers.  It  offers  a  complete 
solution  that  includes  imaging,  media  and 
software  —  all  optimized  to  work  together 
in  a  simple,  two-step  process  that  boosts 
operational  efficiency  and  print  quality. 
This  is  a  win-win  for  flexo  prepress  service 
providers  and  printer/converters,  who 
are  constantly  looking  for  ways  to  en¬ 
hance  productivity  while  increasing  shelf 
impact  for  their  brand  owner  customers. 
The  FLEXCEL  Direct  System  delivers  on 
all  fronts,  driving  a  distinct  competitive 
advantage  for  our  customers.”  ■ 


a  print  job  editor 
that  allows  users  to 
replace  and  omit  in¬ 
dividual  color  separa¬ 
tions  and  to  preview 
these  modifications  * 
before  the  job  is 
printed.  With  this 
new  software  ver¬ 
sion,  CGS  becomes 
the  first  company  to 
receive  FOGRA  certi¬ 
fication  for  the  Canon 
iPF6450  printer.  With 
its  embedded  spec¬ 
trophotometer  of  the 
latest  generation, 
this  printer  is  perfect 
for  rerhote  proofing  ■ 
applications.  Version 
2.0.3  also  supports 
the  new  Epson 
printer  models,  Sure- 
Color  SC-S70600  and 
SC-TxOOO. 
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BALDWIN  TECHNOL 
LARGE  ORDER  BY 


WARDED 
STED  TRYKK  AS 


Baldwin  Technology  Co. 
Inc.,  a  supplier  of  process 
automation  equipment 
for  the  print  industiy, 
is  helping  Norway’s  largest  print 
group,  Schihsted  Trykk  AS,  decrease 
print  waste  costs  and  meet  stringent 
water  pollution  control  standards 
in  Norway  by  supplying  its  spray 
dampening  and  filtration  systems  to 
Schihsted  Trykk  plants  there. 

Later  this  year,  Baldwin  will  install 
322  Baldwin  EvenSpray  World2  spray 
bars  to  upgrade  existing  systems  on  four 
of  Schibsted’s  newspaper  web  presses 
and  install  PureFiltration  systems  in 
three  of  its  print  production  facilities. 


“Baldwin  has  a  good  reputation  as 
being  a  ‘high  quality  supplier’  in  spray 
tlampeningand  fluid  mar^gement 
equipment.  We  looked  at  Baldwin’s 
combination  of^echnology  and  expert 
performance  and  determined  Bald¬ 
win  was  the  be^  overall  solution  for 
our  needs,”  said  Bent-Stale  Johansen, 
CEO,  Schihsted  Trykk  Kristiansand 
AS  and  Schihsted  Trykk  Stavanger  AS. 

“We  are  pleased  to  be  chosen  as  an 
important  supplier  within  Schibsted’s 
initiative  to  upgrade  its  press  effi¬ 
ciency,”  said  Per  Stenflo,  sales  direc¬ 
tor,  Baldwin.  “This  large  order  shows 
Baldwin’s  dedication  to  working 
closely  with  our  customers  in  finding 


the  best  solutions— Ibr  both  their  busi¬ 
ness  and  the  environment.” 

Baldwin’s  EvenSpray  spray  bars 
will  replace  older  version  Goss  and 
Baldwin  dampeners  on  a  5-tower 
Goss  Newsliner,  a  22-tower  Goss 
Colorliner,  a  9-tower  Wifag  OF370 
and  a  34-cylinder  Wifag  OF470.  This 
upgrade  is  a  key  part  of  Schibsted’s 
program  to  revitalize  the  midlife 
presses.  The  spray  bars  are  equipped 
with  the  Baldwin  G5  single-drive 
valve  system,  engineered  from  the 
technology  found  in  previous  Baldwin 
dampener  designs,  but  with  perfor¬ 
mance  and  durability  upgraded,  and 
serviceability  improved.  ■ 
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Re-energize  your  mailroom  with  highly  efficient  performance  upgrades 


Since  the  sheer  volume  of  pre-printed  inserts  is 
growing  worldwide,  you  need  durable,  flexible,  and 
productivity-packed  machinery  and  systems  that 
can  accommodate  your  customers'  demands 
and  deadlines.  That's  why  Muller  Martini  provides 
significant  upgrades  which  can  help  you  improve  and 
maximize  your  mailroom's  efficiencies,  while  capitalizing 
on  its  profit  potential. 


Is  it  time  to  re-energize  the  performance  of  your  equipment? 
Why  not  check  out  Muller's  new  SLS  enhancements  for 
■your  feeders,  grippers  and  WinLincs  software,  including: 


►  3000  Gripper  Upgrade 
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►  Safety  Guarding 

►  Feeder  Rebuild/Exchange 

►  And  more! 
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KBA  Commander  Q  and  CL 
The  technology  of  choice 


Newspapers  need  faster  ROIs,  more  and  better  color  and  the 
ultimate  in  flexibility.  We  offer  customized  solutions:  our  compact, 
high-automation  Commander  CT  and  classic  Commander  CL  standing 
just  19'6"  high.  Newspaper  and  commercial  production  today  poses 
new  challenges.  We  have  the  technology  -  you  have  the  choice. 

KBA  crosss-over  experts.  Call  us  to  learn  more. 


KBA  North  America,  Inc.,  Dallas,  Texas 
phone:  800-522-7521,  na-marl<eting@l<ba.com 
www.kba.com/us 


If  you  could  PRINT  better 
quality  color... 


faster,  more  consistently, 
economically  and  with  less  waste. 


Could  you 


more  color? 


PRINT  PROFITABILITY 

The  Advantage  of  Color 


Color  sells. 

Better  quality  color  sells  even  more. 
And  with  effective  color  management, 
the  profitability  of  printing  color 
Is  brighter  than  ever  for 
newspaper  printers  like  you. 


Southern  LIthoplate,  through  our 
SLP  Strategic  Alliance  partners 
Prestellgence  and  X-Rlte  Pantone, 
offers  dynamic  solutions  that  can 
help  you  sell  more  color  and  capture 
more  profits  from  color.  Here’s  how: 


Color  that  jumps 
off  the  page! 


Color  that  matches 
your  customers’  color 

X-Rite  Pantone’s  Capsure  and  eXact  get  you 
to  client-satisfying  color  quickly,  effortlessly. 


Presteligence’s  NewsXtreme  and  Ink  Presetting 
tools  with  SLP’s  Viper  830*  thermal  and 
Replica  HSV  violet  plates  are  optimized  to 
deliver  quality  your  customers  will  pay  more  for. 


Personal  service,  24/7  tech 
support,  dedication  to  print 


Color  makeready  made 
faster,  less  wasteful 


Southern  LIthoplate  and  its  Strategic 
Alliance  partners  can  help  make  a 
difference  in  your  organization's  prepress 
and  pressroom  performance.  Complete 
solutions  that  demonstrate  our  dedication 
to  print  and  to  your  printing  profits. 


InkMiser  from  Prestellgence  optimizes  ink 
densities,  IntelliTrax  from  X-Rite  Pantone 
automates  color  measurement  and  adjustments, 
saving  time  and  waste  for  better  profits. 


►X<fxrite 

PANTONE' 


800-638-7990 

slp.com/printbetter 
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PRICE  IS  WHAT  YOU  PAY. 
VALUE  IS  WHAT  YOU  GET. 


Pacesetter  2012;  Modern  Neutral  Fountain  Solution  for  Cold  Set  Printing 


I  Formulated  to  reduce  waste  and  lower  costs 
I  Synthetic  gums  improve  restarts;  saving  ink,  paper,  water  and  time 
I  Performance  enhancing  surfactants  dramatically  reduce  water  and  ink  settings, 
a  benefit  when  utilizing  modem  day  inks  and  plates. 

I  Unique  chelating  agents  and  superior  lubricants  reduce  piling 
I  NoVOC’S 


C&W  Pressroom  Products;  Supplying  the 
industry  for  oyer  ^  years 


1  Fountain  Solution 

1  Splicing  Tape 

1  LOWVOC  Blanket  Wash 

1 

1  Anti-Piling  Additives 

1 

1  Alcohol 

1 

Blanket  Wash 

1  Ink 

1 

Anti-Stat  Additives  m 

1  Silicone 

1 

Gum  Solutions  S 

1  All  Purpose  Cleaners 

1 

Miscellaneous  Chemistry  1 

Contact  C&W  with  your  print  goals  and  our  staff  will  customize  a  fountain 
solution,  blanket  wash  or  silicone  that  suits  your  pressroom  needs. 


WWW.CWPRESSROOM.COM 
orders@cwpressroom.coni 

180  East  Union  Avenue,  East  Rutherford,  NJ  07073 
ph:  201 .933.4343  fax;  201 .933.501 6 
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E>Ynaric,  Inc. 


Introducing  New  Strapping  Machinery 
for  All  Your  Packaging  Requirements 
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Color  Density  and  Dampening  Regulation 

+  Seamless  measurement, 
not  just  point  of  interests  or  marks 
+  CMYK  measurement/ L* a* b*  reports 
+  Dampening  water  regulation 

Your  benefit 

-  Ramp-up  your  cost  efficiency 
*  Total  ink  density  control 

=  Total  quality  control 

-  Faulty  print  and  plate  detection 
=  Ink  and  paper  waste  reduction 

Control  your  costs,  reduce  your  spending 


Your  partner 
in  the  USA/Canada 
for  25  years 


(800)  526-0827  www.dynaric.com 


EAE  Ewert  America  Electronics  Ltd. 
Marietta,  GA  Phone:  678  296-2395 
Phoenix,  AZ  Phone:  530  304-5781 


www.eaeusa.com  ■ 
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the  little  coupon  doing  a  big  job  for  newspapers 


WE  SHOULD  BE 


For  more  than  50  years,  leading  newspaper 
and  commercial  print  facilities  around  the 
world  have  chosen  to  partner  with  RBP 
Chemical  Technology.  From  one  end  of 
the  pressroom  to  the  other,  we  deliver 
innovation,  quaiity,  vaiue  and  customer 
satisfaction  to  provide  you  with  a  seamless 
supply  chain  experience  and  first-rate 
printing  performance. 
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Newspapers: 
Reclaim  Coupon  Revenue! 

mobile  marketing  power  for  advertisers 
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straining  . 
support 

^  •f  data  reports 


Our  brand  or 
your  private  label 


Call  Kim: 
406.531.9056 


Get  the  details  about  our  PRINT13  line-up: 

TOLL  FREE:  800.558.0747  |  rbpchemical.com/print13 


Exclusively, 
at  PRINT13,  RBP  will: 

Debut  a  new  product  line 

intelli 

av  RBP  CHtMlCAl  IKHNOIOGV 

Launch  1-step  sheetfed 
fountain  solution 

Announce  new  partnerships 

Introduce  a  new  tape  line 


PLUS  DAILY  GIVE-AWAYS! 


CTP  •  CTF  •  Processors  •  RIPS  •  Pans  •  FTlm  •  Plates  •  Chemistry  •  Inks 


www.globalprepress.com  •  info@gtobalprepress.com 


New  &  Refurbished  Pre-Press  Equipment 


Established  in  1973,  we  are  a  full  service 
supplier  and  integrator  of  digital  pre-press 
systems  for  the  publishing,  commercial 
and  in-house  printing  industries 


Call  Cilobal  today 
or  all  Vuiir  I’rc-Prcss  to  PressRoom  Need 


305-600-2904 


\ 


le 


lOGY 


PS 

e 


august  was  a  wild  month  in  the  world 
of  newspapers,  with  Boston  Red  Sox 
owner  John  Henry  buying  the  Boston 
Globe  and  Amazon  founder  Jeff  Bezos 
purchasing  the  Washington  Post  family 
of  products.  In  a  memo  he  immediately 
released  after  the  purchase  to  the  staff 
and  public,  Bezos  noted  that  the  business 
of  newspapers  is  changing  -  the  first  and 
most  important  goal  remains  producing 
high-guality,  accurate  news,  but  the  form 
that  news  takes  is  rapidly  evolving  as 
technology  continues  to  advance. 

Does  that  mean  the  print  product  is 
dead?  Not  necessarily. 


Sl.l’TKMlil.li  Jdl.! 
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Thad  Mcllroy,  a  publishing  industry 
analyst  and  principal  of  The  Future  of 
Publishing  (www.thefiitureo^ublish- 
ing.com),  notes  that  the  publishing 
landscape  has  indeed  changed.  In  the 
late  1990s  and  early  2000s,  the  price 
of  newsprint  fluctuated  wildly,  mak¬ 
ing  it  essential  for  publishers  to  have 
a  solid  plan  in  place  to  keep  costs  at  a 
manageable  level. 

“In  the  old  days,  newsprint  ex¬ 
perienced  rapid  price  swings 
and  newspapers  suffered.  (It  was 
treated  as  a  commodity,  like  pork 
bellies,  and  hence  was  subject  to 
speculator’s  playful  moves),”  noted 
Mcllroy.  “Back  then,  newspapers 
wanted  circulation  revenue  to  more 
or  less  cover  circulation  costs.  Most 


newspapers  had  a  competitor  in 
their  local  market  so  there  was  pro¬ 
nounced  retail  price  sensitivity.  The 
wholesale  price  of  newsprint  heavily 
impacted  profitability.” 

But  today,  he  noted,  competition  has 
rapidly  consolidated  or  disappeared. 
The  demand  for  newsprint  in  a  local 
market  has  either  remained  stag¬ 
nant  in  recent  years,  or  has  actually 
decreased,  as  publishers  have  closed 
properties,  or  reduced  page  counts  or 
days  mailed. 

In  fact,  newsprint  prices  today  are 
at  some  of  the  lowest  levels  in  recent 
memory,  and  are  remaining  stable. 

In  the  United  Kingdom,  recent 
reports  noted  that  manufactur¬ 
ers— who  have  decreased  capacity 


over  the  last  few  years— came  to  an 
agreement  with  publishers  in  that 
country  that  raised  newsprint  rates 
an  average  of  7-8  percent.  But  even 
with  that  hike,  the  rates  remain 
exceptionally  low  when  compared  to 
historical  figures. 

That  isn’t  to  say  that  publishers 
can  just  ignore  newsprint  pricing 
altogether.  While  it  has  become  less 
important  in  the  day-to-day  manag¬ 
ing  of  a  publisher’s  bottom  line,  it 
still  plays  a  strong  role.  “We  watch 
and  attempt  to  anticipate  newsprint 
increases  closely,”  said  Rick  Sant,  vice 
president  of  operations  for  The  Or¬ 
ange  County  Register,  in  Santa  Ana, 
Calif.  He  went  on  to  note  that,  this 
year,  he  has  not  seen  much  move- 


RISI  Historical  Price  Chart 


Newsprint  27.7  lb  (45  q) 
US  West  [1] 

Newsprint  27.7  lb  (45  q) 
US  East  [1] 

Newsprint  30  lb  (48.8  g) 
US  West  [2] 

Newsprint  30  lb  (48.8  g) 
US  East  [2] 

USD/ton 

-  USD/ton 

USD/ton 

USD/ton 

SEP  2011 

598.74 

616.89 

’  562.45 

580.6 

OCT  2011 

598.74 

616.89 

562.45 

580.6 

NOV  2011 

598.74 

616.89 

562.45 

580.6 

DEC  2011 

598.74 

616.89 

562.45 

580.6 

JAN  2012 

598.74 
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FEB  2012 

598.74 
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MAR  2012 

598.74 

616.89 

562.45 

580.6 

APR  2012 

598.74 
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562.45 
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MAY  2012 

598.74 

616.89 

562.45 

580.6 

JUN  2012 

^.67 

616.89 

553.38 

580.6 

JUL  2012 

585.13 

616.89 

548.85 

580.6 

AUG  2012 

585.13 

616.89 

548.85 

580.6 

SEP  2012 

585.13 

616.89 

548.85 

580.6 

OCT  2012 

594.21 

616.89 

557.92 

580.6 

NOV  2012 

598.74 

616.89 

562.45 

580.6 

DEC  2012 

598.74 

616.89 

562>45 

580.6 

JAN  2013 

585.13 

603.28 

548.85 

566.99 

FEB  2013 

576.06 

589.67 

539.77 

553.38 

MAR  2013 

576.06 

589.67 

539.77 

553.38 

APR  2013 

576.06 

589.67 

539.77 

553.38 

MAY  2013 

571.53 

585.13 

535.24 

548.85 

JUN  2013 

571.53 

585.13 

535.24 

548.85 

JUL  2013 

571.53 

585.13 

535.24 

548.85 

DISCLAIMER:  While  the 
Information  contained 
in  this  index  has  been 
obtained  from  sources 
believed  to  be  reliable, 

RISI  does  not  warrant  or 
guarantee  the  accuracy 
and  completeness  of  the 
Information.  All  prices  are 
best  estimates  of  prices 
before  regular  volume  and 
contract  discount^  and  are 
composite  prices  as  op¬ 
posed  to  median  or  average 
prices.  Actual  transaction 
prices  may  vary. 

Footnotes: 

[1)  New  price  added 
because  of  the  continued 
shift  by  U.S.  daily  news¬ 
papers  to  the  lighter  basis 
weight  newsprint. 
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O  US  East  Newsprint  30  lb  (48.6  g) 
O  US  West  Newsprint  30  lb  (48.8  g) 


Comparison  of  All  U.S.  Regions  and  Weights 

Graphed  in  U.S.  Dollars/ton 


RISI  Newsprint  U.S.  West 

Graphed  in  U.S.  Dollars/ton 


brought  in  to  compliment  the  tradi¬ 
tional  print  versions,  the  demand  will 
continue  to  erode. 

Smart  publishers  will  continue  to 
firm  up  relationships  with  either 
the  mill  directly,  or  with  consor¬ 
tiums,  such  as  the  one  The  Orange 
County  Register  uses,  so  as  to  take 
advantage  of  lower  prices  as  the 
opportunity  arises.  But  the  best 
strategy  is  the  one  Sant  and  many 
other  publishers  are  already  using- 
continuing  to  keep  an  eye  on  waste 
and  usage,  and  adjusting  accord¬ 
ingly.  Not  allowing  newsprint  costs 
to  skyrocket  from  attention  being 
turned  elsewhere  is  going  to  be  key 
to  keeping  those  costs  where  they 
are  today— low  and  steady.  ■ 


ing  in  the  United  States  dropped 
from  a  high  two  years  ago  in  the 
mid-high  $600/ton,  to,  today,  in 
the  high  $500/ton  to  low  $600/ton. 
That’s  a  drop  of  roughly  $100/ton  on 
newsprint  in  just  the  last  two  years. 
Prices  fell  slightly  between  January 
and  February  of  this  year,  but  over¬ 
all,  the  pricing  in  2013  to  date  has 
been  very  steady— a  welcome  change 
from  the  past,  where  it  could  and 
did  fluctuate  wildly  on  a  monthly,  at 
times,  basis. 

Going  forward,  most  forecast  mod¬ 
els  show  the  price  of  newsprint  either 
remaining  stagnant,  or  continuing 
to  decline.  There  might  be  slight 
upswings  along  the  way,  but  on  the 
whole,  as  newer  technologies  are 


ment  in  the  pricing,  however. 

Strategies  that  Sant  has  used  to 
help  keep  those  costs  low  and  steady 
include  being  part  of  a  large  consor¬ 
tium,  and  watching  his  waste  care¬ 
fully.  “We  monitor  it  daily,”  he  noted. 

A  look  at  the  historical  numbers 
back  up  what  Sant  has  noted  in  his 
daily  operations  —prices  dropped, 
and  then  stabilized.  According  to 
RJSI  (Resource  Information  Systems 
Inc.),  a  company  that  tracks  informa¬ 
tion  about  global  forest  products, 
prices  have  dropped  considerably 
over  the  last  two  years  in  the  United 
States.  The  drop  was  seen  across  all 
grades  and  regions.  (See  the  chart  on 
page  XX  for  details.) 

Across  the  board,  newsprint  pric¬ 
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MAKING  HISTORY, 
BREAKING  BARRIERS, 
AND  TAKING  CHARGE 

By  Nu  Yang 


rn  September  2011,  after  160  years  of 
its  existence'.  The  New  York  Times  hired 
its  first  female  executive  editor,  Jill 
Abramson.  A  year  later,  history  was 
made'again  when  Margaret  Sullivan  was' 
named  the  Times’  first  female  public  edi¬ 
tor.  Over  the  past  few  years,  Abramson  and  ' 
Sullivan  have  been  joined  by  a  number  of 
women,  who  have  become  the  first  for 
other  news  organizations.  But  why  did  it 
take  so  long  to  happen? 

"It’s  a  reflection  of  the  industry  and  oUr 
society,",  said  Women's  Media  Center  media 
relations  manager  Cristal  Williams  Chancel¬ 
lor.  "Women  have  always  wanted  more  of  a 
voice  and  more  responsibilities,  and  the  in¬ 
dustry  is  now  beginning  to  respond." 
According  to  the  2013  American  Soci¬ 
ety  of  News.  Editors  annual  census,  men 
make  up  65.4  percent  of  newsroom  su¬ 
pervisors  white  women  compose  34.6 
percent.  These  numbers  have  remained 
stagnant  since  1999.  Chancellor  said  the 
figures  show  a  gender  disparity  in  the 
newsroom,  despite  women  making  up  51 
,  percent  of  the  population. 

She  said  even  though  the  numbers  look 
discouraging,  women  still  play  a  viable 
role  in  the  media  world,  and  whatever 
challenges  these  women  face.  Chancel¬ 
lor  said  they  should  also  focus  on  the  re¬ 
wards  and  the  many  successes  and  Joys 
that  led  them  to  where  they  are. 

The  10  women  featured  on  the  follow¬ 
ing  pages  have  seen  challenges  and 
they  have  seen  success.  All  of  them  have 
served  in  their  cu/rent  positions  for  less 
than  five  years,  certainly  causing  col¬ 
leagues  to  keep  an  eye  on  them,  but 
these  women  caught  our  attention  for 
several  reasons:  their  strong  work  ethic, 
their  commitment  to  their  staff’s  suc¬ 
cess,  their  teamwork  in  today’s  chang¬ 
ing  economic  landscape  and  their  savvy 
revenue-generating  ideas. 

These  femalejournalists,  editors.'execu- 
tives,  and- company  presidents  are  leav¬ 
ing  their  mark  for  the  next  generation  of 
women  who  are  eager  to  deliver  news  on. 
whatever  platform-and  that  is  some¬ 
thingworthwatching. 
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executive  editor  and  senior  vice  president. 

Providence  (R.I.)  Journal 

AGE:  54 

EDUCATION:  Bachelor's  degree  in  journalism.  Northeastern  University:  Master’s  degree 
in  political  science  with  highest  distinction.  University  of  Rhode  Island;  2011  Sulzberger 
fellow,  Columbia  University 

Karen  Bordeleau  was  named  executive  editor  of  The  Providence  (R.I.)  Journal  in 
April  2013.  She  is  the  first  female  executive  editor  in  the  newspaper’s  184- 
year  history.  She  has  also  served  as  deputy  executive  editor  and  as  acting 
executive  editor.  Bordeleau  came  to  The  Journal  as  a  copy  editor  and  special 
sections  reporter  in  1996  after  serving  as  editor  of  The  Kent  County  Daily  Times  in  \ 

West  Warwick.  R.I.  and  of  The  Call  in  Woonsocket.  R.I. 

Bordeleau  is  a  member  of  the  board  of  directors  for  the  New  England  First 
Amendment  Coalition  and  the  Rhode  Island  Press  Association.  She  is  past  president  of 
both  the  New  England  Associated  Press  News  Executives  Association  and  the  New  England 
Society  of  Newspaper  Editors. 


W  hat  i.s  your  advice  to  aspiring  women  in  the 
newspaper  industiy? 

1.  Sit  at  the  table.  Listen  to  your  colleagues.  Raise  your  hand. 
Make  your  case.  And  do  not  be  afraid  to  say  something  dif¬ 
ferent  than  the  person  sitting  next  to  you.  I  love  it  when  jour- 
nalists-female  and  male-challenge  the  status  quo  in  the 
newsroom.  This  leads  to  innovation,  which  ultimately  leads 
to  success.  Women  have  to  be  more  confident  about  the  value 
they  bring  to  an  organization. 

2.  Women  manage  horizontally,  which  means  we  look  for 
consensus.  Don’t  apologize  for  this.  Embrace  it.  It’s  part  of 
our  DNA. 

3.  Remember  that  you  can  do  it  all,  and  you  can  do  it  all  well. 
You  just  can’t  do  it  all  perfectly. 

4.  Think  outside  the  box.  Think  waaaaaaaaay  outside  the  box. 
These  are  very  challenging  times  for  news  organizations.  We- 
cannot  keep  doing  the  same  thing  over  and  over  again— like 
publishing  long,  boring  process  stories— and  expect  a  differ¬ 
ent  result,  like  a  huge  spike  in  circulation.  That  would  be  the 
definition  of  insanity. 

5.  We  have  to  figure  out  how  to  make  the  average  citizen  re¬ 
member  that  journalism  is  essential  to  democracy.  We  also 
have  to  make  them  understand  that  journalism  has  great  val¬ 
ue  and  should  be  treated  as  such.  So  whether  you’re  delivering 
a  keynote  speech  or  milling  about  at  a  cocktail  party,  be  sure 
to  mention  it. 

6.  Don’t  call  it  the  newspaper  industry.  That’s  so  1970.  We 
work  for  news  organizations  that  deliver  journalism  on  mul¬ 
tiple  platforms. 


\ou  started  your  journalism  career  at  I”. 

I  low  are  you  reaching  and  attracting  younger 
audiences  today? 

I  don’t  want  to  be  the  bearer  of  bad  news  but  there’s  a  snow¬ 
ball’s  chance  in  hell  that  kids  who  are  17  today  are  going  to  read 
a  printed  newspaper  in  exactly  the  same  way  their  parents  and 
grandparents  did-with  the  possible  exception  of  the  high 
school  sports  pages.  So  I  think  we’re  wasting  our  time  trying  to 
get  them  to  come  back  to  that  table. 

Instead,  we  need  to  be  in  the  digital  space  because  that’s 
where  they  are.  We  need  to  be  on  social  platforms  teasing  sto¬ 
ries.  videos,  surveys  and  slideshows-content  that  we  think 
will  interest  them  enough  to  click  a  link. 

This  year.  The  Providence  Journal  embarked  on  a  major  digital  re¬ 
porting  project  called  eWave.  The  project’s  goals  are  three-fold: 
to  delve  deeply  into  how  technology  is  affecting  every  aspect  of 
everyone’s  life;  to  learn  how  to  tell  technology  stories  with  new 
technology  tools;  and  to  reach  younger  audiences  who  are  inter¬ 
ested  in  this  content 

We  have  been  reporting  our  eWave  series  on  all  platforms, 
but  my  favorite  is  a  new  tool  originally  developed  as  a  time¬ 
line  by  the  Knight  Lab.  This  tool,  which  we  refer  to  as  the 
eModule,  lets  us  tell  a  story  in  concise  and  interactive 
ways— although  we  sometimes  offer  the  traditional  longer 
narrative  as  an  option  within  the  tool.  This  presentation  al¬ 
lows  younger  audiences  to  get  in  and  out  of  content  at  light 
speed-and  obviously  gives  them  more  time  for  their  real 
passion:  Candy  Crush. 
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(Caroline  IJllIc 

president  and  CEO, 

Newspaper  Association  of  America 

AGE:  53 

EDUCATION:  Bachelorof  Arts.  Wesleyan  University:  Juris  Doctor.  New  York  University 
Caroline  Little  was  named  president  of  the  Newspaper  Association  of  America 
in  September  2011.  She  served  for  four  years  as  CEO.  North  America  of  Guardian 
News  and  Media  Ltd.,  where  she  oversaw  all  U.S.  operations,  including  digital 
news  media  properties  guardian.co.uk  and  ContentNext  Media  Inc. 

Before  that.  Little  was  publisher  and  GEO  of  Washingtonpost.Newsweek 
Interactive.  From  2000  through  2004.  she  served  as  COO.  managing  all  WPNI 
product  development,  technology,  sales  and  marketing  activities.  She  started  at 
The  Washington  Post  Co.  in  1997  as  vice  president  and  general  counsel  of  WPNI. 


W  hat  is  your  advice  to  aspiring  women  in  the 
newspaper  industry  ? 

I  would  encourage  them  all  to  look  for  potential  hidden  oppor¬ 
tunities  and  capitalize  on  the  ability  to  take  on  a  bigger  role.  I 
was  lucky  enough  in  my  career  to  begin  working  in  digital  me¬ 
dia  within  the  newspaper  industry  before  it  was  an  established 
business.  This  put  me  in  the  unique  position  to  step  up  to  a 
leadership  role  earlier  in  my  career-setting  me  on  my  current 
career  path.  Also,  it  is  important  for  women  in  the  industry  to 
remember  that  when  they  are  given  the  opportunity  to  take 
on  a  leadership  position  they  need  to  have  the  confidence  in 
themselves  to  accept  it. 


W  hat  are  you  most  excited  about  in  the  intiustiy 
right  now? 

This  is  such  an  exciting  time  to  be  a  part  of  the  newspaper  indus¬ 
try.  Our  industry  is  transforming,  like  all  media,  but  we  are  strong¬ 
ly  positioned  to  succeed  in  the  future.  I  have  been  really  excited 
to  see  newspaper  companies  across  the  country  innovating  to 
create  new  revenue  streams  without  losing  site  of  the  critical  role 
we  play  in  local  communities  to  provide  news  and  information.  It 
also  has  been  inspiring  to  see  that  despite  some  of  the  challeng¬ 
es  that  newspaper  businesses  face,  our  media  continues  to  reach 
huge  audiences  and  engages  these  readers  with  the  content  and 
advertisements  in  our  print  and  digital  media. 


Sara  (jaiimin 

correspondent,  CNN 

AGE:  25:  Sara  turns  26  this  month. 

EDUCATION:  Bachelor’s  degree,  journalism. 

Penn  State  University 

In  November  2012,  Sara  Ganim  joined  CNN  as  a 
general  assignment  reporter  based  in  Atlanta. 
Ga..  where  she  covers  a  wide-range  of  stories 
on  many  platforms.  She  joined  CNN  from  The 
Patriot  News  in  Harrisburg.  Pa.  where  she  broke 
the  story  of  the  grand  jury  investigation 
into  Jerry  Sandusky,  the  former  defensive 
coordinator  for  the  Penn  State  University 
football  program.  Her  reporting  of  Sandusky’s 
child  sex  abuse  scandal  won  her  a  Pulitzer 
Prize  in  2012. 


W  hat  is  your  advice  to  aspiring  women 
in  the  newspaper  industry  ? 

Diversify  your  skill  set.  Don’t  think  of  yourself 
as  just  a  print,  or  broadcast  or  social  media 
journalist.  The  news  world  is  shrinking  from 
several  mediums  into  one  mass-medium. 

If  you  already  have  the  instinct,  drive  and 
dedication  to  report,  the  next  best  thing  is 
the  skill  to  do  it  on  all  platforms. 


Do  you  think  your  age  is  a  henefit  or  a 
challenge  for  you  in  this  industry  ? 

I  think  anything  can  be  used  as  an  advantage.  Young  people  wish  they  were  old¬ 
er  and  older  people  want  to  be  young  again.  I  embrace  my  age  and  talk  openly 
about  it  when  people  try  to  use  it  as  a  disadvantage.  I  also  often  remind  myself 
that  I  don’t  need  to  pretend  to  know  everything.  It’s  important  to  trust  people 
who  are  smarter  than  you.  who  can  give  you  guidance  as  your  career  moves 
forward.  And  don’t  forget  to  pay  it  forward  to  those  who  come  after  you. 
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\u(lr(‘\  (]()(>|)(‘r 

managing  editor, 

San  Francisco  Chronicle 

AGE:  35 

EDUCATION:  Graduated  magna  cum  laude  with  a  Bachelor  of 
Science  degree  in  journalism  and  a  Bachelor  of  Arts  degree  in 
political  science.  Boston  University 

Audrey  Cooper  was  named  managingeditor  of  the  San  Francisco 
Chronicle  in  May  2013,  the  first  woman  in  the  paper’s  148-year 
history  to  fill  that  role.  Cooper  Joined  the  paper  in  2006  as  an 
assistant  metro  editor.  Most  recently,  she  served  as  deputy 
managing  editor.  At  The  Chronicle.  Cooper  helped  launch  a 
weekly  Health  section,  create  a  breaking  news  team  and' 
develop  investigative  projects. 

She  has  worked  at  the  Tri-Valley  Herald  in  Pleasanton.  Calif., 
the  Associated  Press  and  the  Stockton  (Calif.)  Record,  where  she 
served  as  metro  editor. 


W  hat  is  your  advice  to  aspiring  women  in  the 
newspaper  industry  ? 

It’s  never  been  more  important  to  get  women  into  Journalism*- 
and  keep  them  in  it.  Journalism  is  dominated  by  big  personali¬ 
ties.  and  too  often  I  find  that  younger  women  are  reluctant  to 
share  their  experiences  or  perspectives.  Our  gut  instincts  are 
Just  as  valid  as  those  shared  by  our  male  colleagues,  but  you 
have  to  be  confident  enough  to  believe  in  that.  I  often  tell  Jour¬ 
nalism  students  that  the  key  to  making  it  in  this  competitive 
field  is  to  be  persistent  but  not  annoying,  both  in  the  office  and 
in  the  field.  Find  that  balance  and  be  conscious  of  it. 

You’ll  be  tested.  After  I  was  promoted  to  be  the  city  editor 
at  a  smaller  paper,  the  editor-in-chief  received  an  email  that 
speculated  I  had  friends  in  high  places  because  I  was  Just 
a  pretty  face.  A  colleague  printed  and  framed  it.  I  brought  it 
with  me  when  I  was  hired  by  the  San  FranciscoChronicle.  Now  it’s 
hanging  in  a  much  bigger  office. 

As  you  become  more  successful, you’ll  be  challenged  at  work 
and  in  public.  I  am  very  conscious  of  how  I  react  to  unfair  or 
flat-out  nasty  criticism.  Male  editors  seem  to  effortlessly 
wear  it  as  a  badge  of  honor,  but  I  think  that’s  much  harder 
for  women. 

W  hat  are  some  of  your  greatest  ehallenges  in  the 
newsroom  and  how  do  you  overeome  them? 

The  Chronicle’s  challenges  are  no  different  than  those  faced  by 
our  colleagues  around  the  country:  finding  time  and  resources 
to  do  the  important  stories.  The  key  is  not  forgetting  our  pri¬ 
orities.  Anything  that  isn’t  about  finding  the  best  content  pos¬ 
sible  can  wait. 

The  newspaper  world  has  been  slow  to  embrace  change.  Edi¬ 
tors  need  to  try  new.  wacky  ideas  and  admit  when  they  don’t 
work.  Once  a  week  I  have  coffee  or  lunch  with  an  entrepreneur 
or  innovator  who  is  changing  their  industry.  They  give  me  ideas 
and  keep  me  pumped. 

My  personal  challenge  is  leaving  the  office  in  time  to  feed 
my  1-year-old  son.  Our  industry  loses  a  lot  of  women  once  they 
start  having  kids  because  news  is  not  a  9-to-5  Job.  We  need  to 
find  solutions  that  will  make  it  possible  to  recruit  and  retain 
talented  writers,  photographers  and  editors. 
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P.J.  Bro»iiing 

publisher, aW  Courier^  Charleston,  S.C. 

AGE:  48 

EDUCATION:  Bachelor  of  Science,  marketing, 

Missouri  State  University 

PJ.  Browning  was  named  publisher  of  the  Post  and  Courier 
in  August  2012.  She  previously  served  as  publisher  of  The  Sun 
News  in  Myrtle  Beach,  S.C.,  where  she  used  her  advertising 
background  to  help  the  newspaper  compete  in  a  highly 
competitive  market.  P/ior  to  that.  Browning  was  a  publisher 
for  McClatchy  and  Knight  Ridder,  at  the  Centre  Daily  Times  in 
State  College,  Pa.;  The  Sentinel  in  Carlisle.  Pa.;  and  The  Telegraph 
in  Macon,  Ga. 


V\  hat  is  your  advice  to  aspiring  women  in  the 
newspaper  industiy  ?. 

Keep  yourself  in  the  know.  One  of  the  best  pieces  of  advice  I 
was  given  early  in  my  career  was  to  take  advantage  of  train¬ 
ing  opportunities  as  they  came  along.  To  stay  relevant  and  in 
many  cases  ahead  of  your  peers,  it’s  important  to  know  what’s 
around  the  corner  and  to  be  forward  thinking.  Many  compa¬ 
nies  focus  on  best  practices  which  are  important  but  if  you’re 
always  doing  a  best  practice-just  remember  it’s  already  been 
done.  Be  innovative  and  stay  ahead  of  the  curve. 

How  do  you  keep  your  staff  motivated.^ 

Recognition,  a  career  path  and  willing  to  roll  up  your  sleeves 
to  help  others  learn  has  always  served  me  well.  I’ve  always 
believed  that  people  come  to  work  to  succeed  and  not  to 
fail.  Growing  up  in  the  Midwest  and  in  a  family  dominated  with 
teachers,  people  have  always  thanked  me  for  taking  the  time 
to  teach  them  new  things  as  well  as  having  a  strong  work  ethic 
and  not  being  afraid  to  roll  up  my  sleeves  to  help  get  a  Job  done. 

Investing  a  little  of  your  time  to  help  others  succeed  is  impor¬ 
tant  And,  I  believe  my  personal  success  is  measured  by  the  pro¬ 
motions  of  others  that  I’ve  helped  out  along  the  way.  We’ve  all 
read  books  on  how  money  doesn’t  motivate  people  but  my  ob¬ 
servation  in  the  last  few  years  as  we’ve  had  to  tighten  our  belts 
and  pull  through  some  extremely  difficuit  times  with  furloughs 
and  layoffs,  is  that  remembering  to  pay  your  top  talent  and 
those  that  would  be  by  your  side  no  matter  what  is  important 

Recognition  is  so  important  It’s  something  I  strive  to  do  daily 
no  matter  how  large  or  small  the  deed.  Setting  up  a  system 
that  allows  you  to  know  what’s  happening  in  the  company  is 
such  an  easy  way  to  recognize  others  whether  it’s  sending  an 
email  or  seeing  someone  in  the  hall  or  stopping  by  their  desk 
to  let  them  know  they  made  a  difference  today. 
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(iracia  (].  Marlore 

president  and  CEO,  Gannett  Co.,  Inc. 

AGE:  61 

EDUCATION:  Double  major  in  history  and  political  science,  Wellesley  College 

Gracia  Martore  was  named  president  and  CEO  of  Gannett  Co..  Inc.  in  October 
2011.  Martore  joined  Gannett  in  1985  as  assistant  treasurer.  She  became  a  vice 
president  in  the  Treasury  group  in  1993  and  added  investor  relations  duties  in 
1995.  She  was  named  treasurer  and  vice  president/investor  relations  in  1998.  She 
was  promoted  to  senior  vice  president  of  finance  in  addition  to  her  treasurer’s 
responsibilities  in  2001.  In  2003,  Martore  became  senior  vice  president  and  chief 
financial  officer  and  was  appointed  to  Gannett's  Management  Committee.  In 
2005,  Martore  became  executive  vice  president  and  CFO.  In  2010,  she  was  named 
president  and  chief  operating  officer. 


\\  hat  is  your  advice  to  aspiring  women  in  the 
newspaper  industiy  ? 

Of  course  the  key  always  is  to  do  your  job  to  the  best  of  your 
ability  at  every  opportunity.  People  will  see  that  and  give  you 
more  responsibility,  and  with  that  comes  opportunities.  You 
also  need  to  find  ways  to  contribute  to  your  team’s  success. 
As  it  has  been  said— the  harder  and  smarter  you  work,  the 
luckier  you  get. 


If  you  had  a  ervstal  hall,  what  industiy  (piestions 
would  you  want  answered."* 

I  have  many,  many  questions.  The  most  obvious  is:  What  will 
be  the  hottest  consumer  trends  in  media  consumption  in  the 
next  5-10-15  years?  What  devices  will  people  gravitate  to  and 
what  kind  of  content  will  they  want?  If  someone  could  tell  me 
that  with  100  percent  certainty,  I  would  be  a  happy  woman. 
Then  what  would  follow  from  that  is:  What  would  be  the  most 
successful  revenue  models  related  to  those  consumer  trends? 
Competition  for  revenue  is  being  waged  on  many  fronts  today 
and  I’m  sure  that  will  continue  to  accelerate  in  the  years  ahead. 


I  J/  Heron 

editor  of  emerging  media. 

The  Wall  Street  Journal 

AGE:  35 

EDUCATION:  Bachelor  of  Arts,  International 
Relations/Latin  American  Studies,  Oberlin  College 
Liz  Heron  was  promoted  to  editor  of  emerging 
media  for  The  Wall  Street  Journal  and  Dow  Jones 
in  May  2013.  In  this  newly  created  role.  Heron 
focuses  on  uniting  the  social  media  and  mobile 
journalism  staff  into  one  team. 

She  has  led  the  social  media  team  for  the  WSJ 
Digital  Network  since  April  2012.  Her  previous 
roles  include  social  media  editor  at  The  New 
York  Times,  innovations  editor  for  foreign  and 
national  security  at  The  Washington  Post  and 
trends  producer  at  ABC  News. 


W  hat  is  your  advice  to  aspiring  women 
in  the  newspaper  industrv? 

There  has  never  been  a  better  time  to  be  a 
digitally  savvy  young  journalist  in  the  newspaper 
industry.  Don’t  be  afraid  to  think  big.  share  your 
ideas  with  your  boss,  crash  meetings.  Look 
for  holes— in  coverage  and  approaches  to  ^ 
digital  journalism— and  suggest  smart, 
new  ways  to  plug  them.  Learn  as  much  as 
you  can,  within  and  outside  the  limits  of  your 
job.  Find  out  what  the  newest,  biggest  challenge 
is  at  your  paper  (for  most,  this  will  be  mobile 
journalism),  and  try  to  be  a  part  if  the  solution. 


V\  ho  are  your  inust-follow.s  on  social  media? 

(cDemilybell  and  @)jayrosen_nyu  for  wit  and  wisdom  about  journalism, 
(aniemanlabfuego  to  keep  tabs  on  the  future-of-news  conversation, 
@)denniskberman  and  @)tomgara  for  smart  business  news  analysis,  and  of 
course  @)wsj  for  all  things  news. 
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WOMEN 

•WATCH 


Rebecca  Rliimeiislein 

deputy  editor  in  chief,  Wall  Street  Journal 

AGE:  46;  Rebecca  turns  47  this  month. 

EDUCATION:  Bachelor’s  degree,  economics  and  social  science. 
University  of  Michigan 

Rebecca  Blumenstein  has  been  deputy  editor  in  chief  of  The 
Wall  Street  Journal  smee  January  2013.  Previously,  she  was  the 
Page  One  editor,  appointed  in  September  2011,  and  a  deputy 
managing  editor  and  international  editor  since  December 
2009.  Blumenstein  has  also  served  as  managing  editor  of  The 
Wall  Street  Journal  Online  and  as  the  China  bureau  chief. 

Blumenstein  joined  the  Journal  in  1995  as  a  reporter  in  the 
Detroit  bureau,  where  she  covered  General  Motors.  She  began 
her  Journalism  career  at  the  Tampa  Tribune,  and  then  later 
moved  to  Gannett  Newspapers  and  Newsday. 


W  hat  is  your  ad^  ice  to  aspiring  women  in  the 
newspaper  industry  ? 

Remember  that  this  is  a  very  global  industry  and  that  some  of 
the  most  plentiful  job  opportunities  are  abroad,  even  for  entry 
level  positions.  Don’t  demur  from  asking  for  what  you  think  you 
deserve— but  make  sure  you  have  done  the  werrk  to  deserve  it 


\V  here  do  you  see  a  rehirth  in  newspapers? 

I  think  a  commitment  to  breaking  news  and  long-form  and  in¬ 
vestigative  journalism  can  make  almost  any  news  organiza¬ 
tion  indispensable.  It  is  essential  that  newspapers  figure  out  a 
way  to  embrace  the  shift  to  mobile  and  online,  particularly  for 
younger  readers.  But  no  rebirth  will  come  without  compelling, 
original  content 


krisU  IVlers 

editor  and  publisher,  Tl/e  Walton  Tribune, 
Monroe,  Ga.;  president, 

Monroe  Newspapers  Inc. 

AGE:  36 

EDUCATION:  Bachelor’s  Degree, 

Design/Merchandising,  Bauder  College 

Kristy  Peters  was  named  editor  and  publisher  of  The  Walton 
Tribune  in  Monroe,  Ga.  in  August  2013.  She  is  the  first 
female  publisher  in  The  Tribune’s  113-year  history.  She  is 
also  president  of  Monroe  Newspapers  Inc.,  the  locally  based 
company  that  publishes  the  newspaper  and  its  associated 
website  and  other  products. 

Peters  joined  The  Tribune  as  an  advertising  representative. 
Peters  later  was  promoted  to  the  role  of  advertising 
manager,  but  resigned  in  2011  to  become  the  director  of 
admissions  and  marketing  at  Social  Circle  Nursing  and 
Rehabilitation  Center. 


W  hat  is  your  advice 
to  aspiring  women 
in  the  newspaper 
iiuiustiy  ? 

Embrace  change  and 
work  with  employees  and 
key  clients  daily.  Always 
listen.  Be  honest 
with  yourself  about 
what’s  working  and 
what  isn’t  Change 
is  a  good  thing. 

\bu  stepped  into 
your  role  as  editor  and 
publisher  in  August.  VV  hat  was 
your  first  priority  in  your  new  position? 

Define  roles  and  responsibilities  internally  and  be  very  visible 
in  our  community. 
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WOMEN 


•WATCH 


Wendv  Mclcalfe 

editor-in-chief,  Toronto  Sun:,  regional  content 
director,  Sun  Media,  Toronto 

AGE:  37 

EDUCATION:  Bachelor  of  Arts,  University  of  Western  Ontario; 
studied  journalism  at  Humber  College 

Wendy  Metcalfe  was  named  editor-in-chief  of  the  Toronto  Sun 
in  July  2013,  the  first  woman  to  hold  the  position.  She  most 
recently  served  as  editor-in  chief  of  the  St.  Catharines  Standard 
newspaper  and  website,  overseeing  the  redesign  of  websites 
and  the  newspaper,  which  led  to  dramatically  increased 
readership.  She  also  served  as  Sun  Media’s  regional  content 
director  of  the  Niagara  and  Southern  Ontario  region  for  the 
past  year. 

Metcalfe  worked  in  a  number  of  reporting  and  managerial  roles 
for  over  a  decade  in  the  U.K.,  including  with  Scotland’s  national 
newspaper,  the  Daily  Record,  and  with  the  Greenock  Telegraph. 
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\\  hat  is  your  advice  to  aspiring  women  in  the 
newspaper  industry  ? 

My  advice  to  anyone  interested  in  Joining  the  industry,  or 
growing  within  it,  is  simple.  Work  hard,  stay  passionate,  learn 
new  things  every  day  and  no  excuses— Just  make  it  happen.  In 
terms  of  newspaper  management,  embrace  your  team,  show 
true  leadership,  and  know  your  direction  and  your  product 
Value  your  customer  and  put  up  a  good  fight  on  their  behalf. 
Above  all,  use'  the  many  platforms  available  to  you  (print,  digi¬ 
tal,  mobile)  while  always  delivering  the  best  news,  sports,  en¬ 
tertainment  and  more  to  your  readers.  In  a  nutshell,  be  first, 
fast,  fierce  and  factual. 

How  has  multimedia  storytelling  shaped 
your  newsroom? 

To  say  it  has  changed  our  industry  is  of  course  a  gross  under¬ 
statement.  The  key  here  is  to  embrace  change,  and  the  new 
opportunities  the  internet  has  created.  To  be  clear,  multime¬ 
dia  storytelling  is  not  the  new  normal,  it  was  the  new  normal 
years  ago.  Telling  a  story  via  print  and  web.  through  a  number 
of  different  platforms,  is  a  challenge  we  rise  to  every  day.  and 
are  excelling  at.  We  have  to  celebrate  the  fact  that  the  inter¬ 
net  has  allowed  us  to  reach  so  many  more  people,  in  a  num¬ 
ber  of  new  and  exciting  ways.  True,  there  are  still  challenges 
in  our  industry,  but  in  the  same  breath,  multimedia  storytell¬ 
ing  adds  immediacy  and  reach  that  we  have  never  seen  the 
likes  of  before.  Giving  the  readers  the  news  how  they  want, 
when  they  want  it,  is  the  epitome  of  a  first-class  customer 
service  and  reader  experience. 
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I  ROM  OLD  SCHOOL 


A  photograph  taken  {n  January  2012  shows  the  building  at 
300  Ouellette  Avenue  in  Windsor.  Ontario,  Canada,  then 
the  Palace  movie  theater.  (Dan  Reaume  Photography) 


CANADA’S  WINDSOR  STAR  UNDERGOES 
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THE  TRANSFORMATION  OF  A  LIFETIME 

BY  MARTY  BENETEAU 

c 

^^^^decrepit  was  the  advertising  depart- 
»  mnt  that  the  janitor  refiised  to  sham- 

the  carpet  for  fear  of  flying  fibers. 

Orange  partitions  separated  the  ad 
reps,  a  minor  nuisance  compared  to 
the  two  flights  of  stairs  and  wind¬ 
ing  warren  of  hallways  they  faced  to 
associate  with  the  ad  services  team. 

The  artists  were  ...  well ...  some¬ 
where  off  in  a  dark  distance.  We 
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think.  Clients  visiting  one  sales  man¬ 
ager’s  office  were  at  constant  risk  of 
a  plaster  avalanche  from  “the  wall 
that  nearly  wasn’t.” 

Asbestos  lurked  in  rooms  long 
sealed  shut.  Last  rites  had  years 
ago  been  bestowed  on  the  roof.  The 
heating  and  air  conditioning  were 
in  perpetual  warfare.  Even  the  mice 
were  grumpy. 


Today,  The  Windsor  Star  newspaper  calls  the  building  at 
300  Ouellette  Avenue  home,  a  high-tech  marvel,  thanks 
to  a  $4-mlllion  renovation.  (Dan  Reaume  Photography) 


TO  NEW  SCHOOL 


'I'o  say  that  '/'//<'  Windsor  Star's  nearly 
eentun -old  headquailers  in  the  heail 
of  this  Ontario,  Canada-U.S.  border 
town  had  de\  ()l\  ed  from  historic  to 
eccentric  totlat-oiit  Dickensian  would 
he  an  understatement.  Capital  repairs 
woilh  moiethan  $2  million  were 
urgently  required.  Efforts  to  unload  the 
propert>  had  failed  on  numerous  occa¬ 
sions,  mainh  because  of  exterior  walls 
w  hich  had  so  stood  the  test  of  time  that 
they  qualified  for  heritage  designation. 

It  Wits  against  this  backdrop  that 
Postmedia  Network  Inc.,  the  Star's 
new  owners  now  seeking  to  pay  dow  n 
debt,  threw  down  the  gauntlet  in  the 
winter  of  2011:  “Please  .sell  Id?  Feriy 
Street,  shrink  your  footprint  (read: 
slash  costs')  and  find  a  home  befitting 
your  transformation  to  a  cutting-edge 
digital  powerhouse.” 

Proof  positive  that  you  sht)uld  never 
do/e  off  during  editorial  hoard  meet¬ 
ings,  opportunity  presented  itself 
mere  days  later.  University  ofWindsor 
president  Alan  Wildeman  told  the  edi¬ 
torial  hoard  of  his  plans  to  move  1,000 
.social  work  and  arts  students  into 
downtown  Windsor  as  the  school’s 
contribution  to  a  city-and  pro\  ince- 
backed  revival  effort.  Turns  out  he 
liked  old  buildings. 
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Nineteen  months  later,  with  a  sale  to 
the  universit}'  consummated  and  new 
headquarters  locked  in  at  Windsor’s 
State-and-Main  intersection,  ViryStar 
employees  were  packing  their  hags  for 
the  biggest  move  in  our  histoiy.  VS'^e 
now  call  300  Ouellette  Avenue  our 
h('me,  in  wiiat  can  consen  atively  be 
descrilx'd  as  one  of  the  most  unique 
-  and,  hojx'fully,  progressive  -  media 
enteiprises  in  Canada. 

Our  new’  home  is  a  former  movie 
theatre  that,  like  dow  ntown  cinemas 
across  North  America,  had  lost  its 
battle  with  suburban  multiple.xes. 

Its  impending  closure  w  ould  leave 
Windsor  with  another  gap  tooth  in  an 
already  scarred  core. 

I/K)king  for  an  anchor  tenant  to  ju.s- 
tify  what  would  become  a  $4-million 
reiKwation,  the  owner,  Mady  Devel¬ 
opment  Corj).,  made  us  an  offer  we 
couldn’t  refuse.  In  exchange  for  a  kmg- 
term  lease,  Mady  would  completely 
gut  the  building,  replacing  the  ‘80s-era 
l^ink  stucco  e.xierior  w’alls  with  glass. 
The>’  would  le\  el  the  theatre  floors 
using  concrete  and  3(),()()0  pounds  of 
steel,  creating  one  large  open  canvas  on 
w  hich  w  e  w  ould  script  our  new  home. 

For  our  part.  The  Star,  inspired  by  the 
mayor’s  affection  for  'I’imes  Scjuare, 
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would  install  a  pair  of  22-by-18  foot 
LPiD  screens  on  the  building’s  corner, 
underscored  by  a  pair  of  rolling  ticker- 
boards.  Upwards  of  two-million  lights 
now’  flash  billboard  ads  and  a  vaiiety 
of  editorial  content,  from  breaking 
news  to  festival  videos  and  reader- 
submitted  prom  photos. 

Newsroom,  advertising,  marketing, 
finance,  IT  and  human  resources  .staff 
now  share  a  single,  20,()00-square- 
foot,  open  concept  office  that  is  wired 
for  all  digital  eventualities.  Ad  reps 
and  their  support  staff  are  cheek-to- 
jowi  with  marketers  in  close  proxim-' 
ity.  Mere  steps  separate  these  teams 
from  the  journalists  whose  content 
they  are  charged  with  selling.  We  find 
assorted  excuses  to  hold  Friday  mixers 
in  a  break-out  area,  decorating  the  12- 
foot  Chri.stmas  tree  or  sampling  a  local 
micro-brew. 
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One  floor  up,  staffers  take  yoga  classes 
in  the  former  projector  room.  One 
floor  down  is  the  fledgling  Windsor 
Star  News  Cafe,  open  to  the  public  and 
operated  by  the  Green  Bean,  already  an 
institution  among  university  students 
thanks  to  its  home  base  in  a  church 
basement  near  campus. 

The  News  Cafe  will  be  the  living, 
breathing  manifestation  of  our  link 
to  the  community.  Already  hosting 
a  robust  open  mic  night  on  Thurs¬ 
days  and  a  board  gamers’  summit 
on  Fridays,  the  cafe  will  soon  be  a 
crucible  of  experimentation  and 
interaction  with  the  community.  A 
plug-and-play  audio/visual  sys¬ 
tem  vsdll  breathe  digital  life  into 
activities  ranging  from  celebrity 
meet-and-greets  to  political  de¬ 
bates,  press  conferences  and  a  daily 
podcast  of  news  headlines. 


Now  we  have  five  platforms  on  which 
to  channel  and,  hopefully,  monetize 
content:  print,  Web,  tablet,  smart 
phone  and  LED  billboard. 

Fast  forwarcfto  January  1,  2014  when 
the  National  Hockey  League’s  annual 
Winter  Classic  game  between  the 
Toronto  Maple  Leafs  and  the  Detroit 
Red  Wings  will  be  held  at  Michigan 
Stadium.  If  the  stars  align,  we  will  be 
home  base  to  a  block  party  for  10,000 
Leafe  and  Wings  fans,  gathering,  in 
fine  Canadian  tradition,  around  one 
rather  large  TV  set.  There  will  be  hot 
coffee  in  the  News  Cafe.  Bloggers  will 
exchange  hostilities 
And  naiy  a  mouse  will  be  found.  ■ 

Marty  Beneteau  is  editor  in  I 

chief ofThe  Windsor  Star  I 

in  Ontario,  Canada.  I 


L  Windsor  Star  staff  and  retirees  are  shown  in  front  of 
their  former  home,  the  historic  Windsor  Star  buMing 
at  167  Ferry  Street  in  Windsor  on  Oct,  24. 2012. 
(Tyler  Brownbridge/7/ie  Windsor  Star) 

2.  Exterior  of  the  LED  sign  at  the  new  Windsor  Star  building. 
(Photo  Illustration  by  Jason  Kryk/The  Windsor  Star) 

3.  tV/ndsor  Sfar.editor-in-chief  Marty  Beneteau  stands 
in  the  new  newsroom.  In  the  background  is  the  original 
marquee  of  the  Palace  Cinema,  which  was  recovered 
from  the  building  during  demolition  and  restored  as  an 
art  piece  for  the  Star's  new  headquarters. 
(Dan  Janisse/r/)e  Windsor  Star) 

4.  A  70-year-old  conveyor,  once  used  to  move  newspapers 
from  the  printing  press  to  the  mailing  room,  now  serves  as 
an  industrial  sculpture  at  the  Windsor  Star's  new  home. 

(Jason  Kryk/77)e  Windsor  Star) 

5.  Press  lights  recovered  from  the  70-year-old,  decom¬ 
missioned  press  were  incorporated  into  the  design  of 
the  Newsroom  Cafe  at  the  Windsor  Star's  new  building. 

(Jason  Kryk/TTie  Windsor  Star) 
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Nomination  Deadiine: 

Sept.  30,  2013 


Newspaper 


of  the 


The  accelerating  pace  of  change  in  today's 
information  age  requires  a  greater  need  for 
effective  leadership.  A  successful  newspaper 
leader  must  not  only  strategize  from  the 
trenches  with  practicality  and  realism,  but  also 
think  with  foresight  and  imagination. 

We  are  looking  to  honor  a  publisher  who 
has  risen  above  the  rest  and  accomplished 


what  seems  like  the  impossible,  outmaneuver- 
ing  the  competition,  outthinking  the  future  and 
maintaining  profitability. 

We  are  seeking  your  assistance  in  recogniz¬ 
ing  a  leader  with  business  acumen,  technical 
savvy,  and  a  deep  understanding  of  what  needs 
to  be  done  to  stay  successful  —  along  with  the 
fortitude  and  tenacity  to  implement  change. 


2013 


Official  nomination  form  available  online; 

editorandpublisher.com/poy 


Submission  Information: 

Please  complete  the  online  form  and  include  a  short  synopsis  of 
why  the  nominee  should  receive  recognition.  Include  specific 
leadership  successes,  innovative  program  development,  obsta¬ 
cles  and  challenges  overcome. 

Eligibility: 

•  Submission  time  period:  Now  through  Sept.  30,  201 3. 

•  "Publisher  of  the  Year"  recognition  is  open  to  all  newspaper 
publishers  worldwide,  from  papers  large  and  small. 

•  All  entries  will  be  treated  with  the  strictest  confidence.  But  the 
selected  publisher  should  be  prepared  to  be  interviewed  by 
Editor  &  Publisher  for  the  special  "Publisher  of  the  Year"  issue. 


EDITORC?' PUBLISHER. 
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Alliance  for  Audited  | 

Media 

Contact:  Kristina  Meinig, 
Manager,  Marketing  &  Sales 
Phone:224-366-6412 
Fax:224-366-6949 

E-mail: 

Kristina.Meinig@duditedmedia.com 
Website:  I 

auditedmedia.com  j 
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Who  We  Are 

AAM  is  a  not-for-profit  membership  or¬ 
ganization  that  exists  for  the  benefit  of 
advertisers  and  the  media  they  use.  Our 
unique  membership  defines  us  and  dif¬ 
ferentiates  us  from  other  organizations  [ 
and  advocacy  groups  because  each 
membership  division  has  a  stake  in  the 
organization.  Publishers  present  a  veri¬ 
fied  look  at  their  media  brands.  Advertis¬ 
ing  agencies  plan  media  decisions  with 
credible,  comparable  AAM  data.  Advertis¬ 
ers  gain  confidence  and  accountability 
for  their  marketing  investments. 

Our  vast  membership  includes  the  ma¬ 
jority  of  North  America's  top  publishers, 
advertisers  and  advertising  agencies. 

Each  constituency  is  represented  on  the 
AAM  board  of  directors  and  together, 

AAM  members,  the  board,  committees 
and  staff  play  a  critical  role  in  the  media 
ecosystem. 


Benefits 

As  a  collaborative  organization,  AAM  provides  credible,  independently  verified  informa¬ 
tion  that  is  essential  to  the  media  buying  and  selling  process.  AAM's  industry-developed 
services  enhance  communication  with  media  buyers,  and  its  new  Media  Intelligence 
Center  provides  a  better  understanding  of  the  local  market  with  reliable  data.  AAM's 
Consolidated  Media  Report  (CMR)  generates  a  comprehensive  view  across  multimedia 
products  for  newspapers.  Audience  Snapshot  allows  U.S.  daily  newspapers  to  incorporate 
the  world  of  print  and  online  readership  alongside  detailed  circulation  stats. The  Preprint 
Projection  Center  is  an  online  tool  that  helps  newspapers  streamline  preprint  quantities, 
zones,  dates  and  distribution  90  days  in  advance  of  the  distribution  date,  updating  pro¬ 
jected  circulation  data  monthly  from  a  secure,  confidential  centralized  location. 

Testimonial 

Media  buyers  are  voicing  their  support  for  AAM's  CMR.  Chris 
Cope, founder/president  and  CEO  of  ACGMedia  and  chairman  of 
the  Newspaper  Buyers' Advisory  Committee  believes  that  the 
CMR  efficiently  evaluates  each  publication's  cross-functionality. 

"It's  valuable  to  see  multiple  channels  in  a  single  document  so  we 
have  a  comprehensive  picture  of  what  we're  evaluating," Cope 
said."We  can  also  see  where  one  medium  can  complement  and 
enhance  the  effectiveness  of  another. This  (the  CMR)  can  be  a 
good  thing  in  that  newspapers  should  be  given  the  flexibility  to 
fully  present  the  results  of  their  various  products,  but  still  within 
formats  buyers  can  understand  and  make  media  decisions." 

Success  Story 

AAM  recently  created  a  Consolidated  Media  Report  (CMR)  for  the  Chicago  Region- 
Wide  Network  (CRWN),  which  included  The  Chicago  Sun-Times,  one  of  the  many  news¬ 
papers  affiliated  with  the  media  company.  With  multiple  titles  and  a  variety  of 
platforms  attached  to  the  CRWN  name,  AAM's  CMR  proved  to  be  the  best  option  for 
displaying  the  company's  readership,  usage,  circulation,  and  net  combined  audience 
for  print,  web,  and  mobile."lt's  a  very  flexible  report  and  allowed  us  the  opportunity  to 
really  communicate  the  depth  and  breadth  of  our  portfolio,"  said  Courtney  Price,  vice 
president  of  audience  development  at  Sun-Times  Media.  CRWN  presented  each  news¬ 
paper's  reach  in  terms  of  readership  through  various  self-created  graphics  that,  with 
the  help  of  AAM's  customizable  CMR,  clearly  displayed  these  statics  in  an  accurate  and 
comprehensible  manner. 


Chris  Cope,  OO  tf  MGMcdU  and 
chairman  of  the  MM  Newspaper 
Buyers'  Advisory  Committee 


Business  Directory 


B&W  Press,  Inc. 

Contact: 

Dan  Kimball  /  Sales 

Phone: 

978-352-6100 

Fax: 

978-352-5955 

E-mail: 

CSR@bwpress.com  or 
Dkimball@bwpress.com 

Website: 

www.bwpress.com 

Who  We  Are 

B&W  Press  (privately 
owned,  47  years  in  business) 
is  a  G7  Master  Printer. 
Low-cost  Newspaper  inserts 
with  built-in  envelope  for 
prepaid  subscriptions, 

Direct  mail  formats  for  your 
circulation  prospects/reacti¬ 
vation  programs.  Offer 
advertisers  inserts  with 
direct  response  envelope! 
Printing,  manufacturing, 
mailing  under  one  roof! 


Benefits  to  Newspaper:  4%  to  5%  Response 

There  is  one  bright  spot  in  paid  subscription  solicitation  being  used  by  some  of  the 
most  successful  daily  and  weekly  newspapers  we  work  with.  Recently  many  of  our 
larger  daily  and  smaller  weekly  newspaper  clients  have  called  on  us  to  develop  an 
all-in-one  paid  subscription  insert/mailer  for  this  purpose. 

As  we  manufacture  various  formats  for  different  clients,  we  have  come  to  understand 
the  same  product  can  serve  two  purposes.The  all-in-one  paid  subscription  insert/mailer 
showcases  a  traditional  insert  offer  but  includes  a  postage  paid  return  envelope. The 
right  offer  immediately  closes  the  deal  as  the  customer  can  take  advantage  of  the  offer 
and  mall  their  subscription  payment  in  one  step. 

The  Benefits:  The  BRE  is  a  call  to  action 

Typically  the  direct  response  mailer  format  is  run  in  lower  quantities.  Combining  the 
newspaper  insert  fold  format  with  the  mailer  allows  for  a  greater  print  volume  discount. 
The  mailer  can  be  printed,  finished,  addressed,  and  sorted  in-line  as  a  single  production 
step  for  the  best  potential  economy.This  smaller  press  run  can  be  combined  with  the 
newspaper  insert  version,  produced  at  the  same  time  as  a  single  machine  production 
run.  Often  times,  a  simple  construction  change  is  made  to  extend  the  flap  to  make  this 
form  a  better-nested  fit  for  the  mechanical  insertion.  Many  customers  use  the  all-in-one 
paid  subscription  insert/mailer  throughout  the  year  and  adjust  the  end  use  or  offer. 

Success  Stories: There  are  many 

Larger  daily  newspapers  and  local  weekly  newspapers  have  embraced  the  all-in-one 
paid  subscription  insert/mailer  model  to  boost  their  subscriber  volume. 

The  Los  Angeles  Newspaper  Group  used  the  all-in-one  paid  subscription  insert/mailer 
to  reach  potential  paid  subscribers  by  inserting  it  into  all  of  the  newsstand  copies.They 
offered  a  Target  gift  card  to  subscribers  opting  to  sign  up  for  the  EX  Pay  option  and 
converted  many  paying  subscribers. 

A  New  York  Newspaper  highlighted  the  TV  Week  weekly  listings  supplement.when 
they  used  the  all-in-one  paid  subscription  insert/mailer  for  an  annual  subscription  offer 
they  did  in  2010. 

The  Eagle-Tribune  in  Massachusetts  used  the  all-in-one  paid  subscription 
insert/mailer  both  as  an  insert  and  as  a  mailer  when  they  offered  an  opportunity  to  enter 
to  win  a  $1,000  grocery  giveaway  at  local  grocery  stores. Their  order  consisted  of  951,000 
pieces,  50,000  of  which  were  constructed  as  mailers. 


For  Information:  Contact  our  Customer  Service 

Paul  Beegan  -  Sales  Russ  Beegan  -  Sales  Thom  Laycock  -  CSR 

Dan  Kimball  -  Sales  Karen  Talbott  -  Marketing  Jan  Gustison  -  CSR 


Denise  Arnold  -  CSR 
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Publishers  Circulation 
Fulfillment,  Inc.  (PCF) 

Contact:  Sales 
Phone:1-877-723-6668 
e-mail:  sales@pcfcorp.com 
Website:  www.pcfcorp.com 

Who  We  Are 

For  over  25  years,  PCF  has  been  the 
proven  leader  in  all  operational  aspects 
of  print  distribution  for  some  of  the 
country's  major  newspapers.  As  one  of 
the  largest  home  delivery  and  distribu¬ 
tion  service  providers  in  the  United 
States,  PCF  helps  publications  of  all 
sizes  reduce  costs,  expand  or  maintain 
their  delivery  footprint,  and  stabilize 
service  to  improve  subscriber  retention. 
With  PCF  as  a  partner,  publishers  can 
offload  daily  operational  headaches, 
and  refocus  resources  on  managing 
results  and  pursuing  growth. 

Beyond  Delivery  Services,  PCF  now 
offers  Technology  and  Consulting 
Solutions  to  distribution  operations 
anywhere  in  the  country.  From  problem 
solving  to  best  practices,  PCF  has  the 
unrivaled  depth  of  knowledge  and 
expertise  needed  to  successfully 
support  print  distribution  operations  in 
today's  ever  changing  landscape. 


Benefits  to  a  Newspaper 

PCF  offers  a  broad  range  of  services  and  solutions  to  support  growth  and 
operational  efficiency. 

Delivery  Services  include  a  range  of  scalable,  affordable  delivery  options,  serving  a 
wide  range  of  printed  media  -  including  dailies,  weeklies,  newspapers,  magazines, 
free  publications,  Sunday  Select  and  more.  PCF  serves  more  delivery  options  than 
ever,  including  single  copy  and  bulk,  total  market  coverage,  select  market  coverage, 
zoned  delivery,  and  of  course,  traditional  home  delivery. 

Technology  Solutions  helps  you  minimize  expenses  and  maximize  revenue  through 
quick  and  easy  multi-pub  route  management,  contractor  management  and  delivery 
verification  -  available  anywhere  in  the  country  through  a  cloud-based  environment. 

Consulting  Solutions  provide  the  analyses  and  strategies  needed  for  profitable, 
sustainable  print  distribution  operations. 

These  affordable  solutions  are  designed  to  help  publishers  quickly  and  efficiently 
meet  their  on-going  distribution  needs,  while  opening  the  door  for  additional 
revenue  opportunities. 

Call  1 -877-PCF-6668  to  find  out  more  or  visit  us  at  www.pcfcorp.com 

Testimonial 

One  of  our  Technology  Solutions  clients  had  this  to  say  about  our  services: 

"PCF  Technology  Solutions  provide  o  comprehensive  distribution  system  that 
gggreggtes,  organizes  and  harmonizes  all  of  our  data  from  any  location,  saving  us 
countless  hours.  With  PCF,  we  have  consolidated  information  at  all  of  our  locations 
from  a  single  web  site  and  easily  get  accurate  information  to  the  correct  distribution 
center  and  contractor. 

The  application's  route  management  tools  also  provide  effective  and  efficient  ways  for 
us  to  manage  our  routes  and  react  to  day  to  day  challenges  quickly,  accurately,  and 
with  minimal  effort. 

Since  utilizing  PCF's  Technology  Solution  we  are  currently  using  about  one-fourth  the 
paper  that  we  had  previously  used  when  printing  delivery  lists  from  multiple  Circula¬ 
tion  systems. 

Finally,  it  has  been  easy  to  work  with  the  PCF  team.  They  listened  to  us  and  helped 
resolve  any  issue  we  had  when  migrating  to  their  new  system.  We  believe  they  have 
become  an  extended  part  of  our  team  and  they  are  a  welcome  addition." 

Jennifer  Thaine,  Senior  Assistant  Manager  of  RSI. 


Gannett  Publishing 
Services  (GPS) 

7950  Jones  Branch  Dr, 
McLean,  VA  22102 
gpssales@gannett.com 

Contacts: 

Printing  and  Packaging 
Robert  (Sandy)  Andrews 
VP  National  Commercial 
Sales 

rsand  rews@ga  n  nett.com 
Direct:  404-699-6202 

Distributions  Solutions 
Group  ■ 

Chris  Hansen 

chansen@usatoday.com 

770-935-2416 

Gannett  Imaging  and  Ad 
Design  Center  (GIADC) 

giadcinfo@gannett.com 

Contact: 

Connie  Gallagher 
Business  Development  Mgr. 
csgallag@gannett.com 
Direct:  515-284-8189 

Who  We  Are 

Gannett  Publishing  Services  (GPS),  and 
Gannett  Imaging  and  Ad  Design  Center 
(GIADC),  are  recognized  leaders  in  the 
publishing  industry,  operating  40  com¬ 
mercial  printing  &  packaging  facilities 
throughout  the  country  and  2  full- 
service  design  centers.  Our  highly 
talented  team  of  professionals  is  ready 
to  partner  with  your  organization  to 
deliver  pre-media  services,  print,  pack¬ 
aging  and  distribution  management 
solutions  to  improve  your  bottom  line. 


Benefits  to  a  Newspaper 

Outsourcing  production  and  distribution  to  our  group  requires  minimal  or  no 
capital  investment  and  allows  you  to  focus  on  your  core  business.  Outsourcing 
makes  sense  for  most  businesses  -  insourcing  and  consolidation  can  be  costly. 
Gannett  Publishing  Services  has  already  laid  that  groundwork  and  gone  through 
the  growing  pains.  Now  you  have  the  opportunity  to  benefit  from  our  experience 
and  our  continuing  investment  to  imtpartners  that  understand  your  business.  We 
can  become  a  true  extension  of  your  team.  Quality  and  offerings  can  be  improved 
in  most  locations,  helping  you  generate  revenue.  Best  of  all,  you  free  up  your 
resources  to  focus  on  what  you  do  best — SELL. 

Why  Companies  Choose  Us 

Because  we  are  very  good  at  what  we  do.  Our  goal  is  to  deliver  consistent  quality 
products  and  services  as  well  as  exceptional  customer  service,  while  providing 
cost-effective  custom  solutions  that  address  any  publishing  requirements. 

All  of  our  pre-media  work  is  produced  in-house  at  locations  in  Des  Moines,  lA  and 
Indianapolis,  IN.  Our  management  group  is  fiercely  committed  to  the  success  of 
both  our  own  teams  and  .yours.We  don't  just  think  outside  the  box.  We  burned 
the  box,  and  our  customers  win  big  as  a  result. 

How  We  Are  Different 

The  biggest  advantage  that  we  have  over  our  competition  is  that  we  live  and 
breathe  this  business  daily  Just  like  you  do.  We  interact  with  thousands  of  sales 
reps,  customers  and  Publishers  on  a  daily  basis,  so  we  understand  your  business. 
Our  goal  is  to  allow  you  to  focus  on  your  business  and  not  on  internal  issues 
dealing  with  production  and  design.  We  are  first  and  foremost  a  media  company. 
Our  primary  business  is  that  of  publishing, Just  like  yours.  We  understand  what  it 
takes  to  meet  deadlines  and  keep  customers  happy.  Do  what  you  do  best  and 
outsource  the  rest...to  Gannett!  Because  YOU  are  our  business! 

Testimonial/Current  Clients/Success  Story 

"We  had  utilized  the  Photo  Toning  services  at  Gannett  for  a  number  of  years.  When  we 
were  looking  for  a  partner  for  our  Ad  Production,  they  were  the  obvious  candidates. 

We  needed  quality  work,  at  a  reduced  cost  and  a  quick  turnaround.  We  also  had  a 
definite  need  for  improved  turnaround  of  our  spec  ads,  and  we  were  wishing  to  keep 
the  work  withirr  the  U.S.  They  delivered  as  promised  in  each  area.  I  would  highly 
recommend  their  services  to  anyone  considering  outsourcing  their  ad  production." 

-  Ed  Ciambrone,  Production  Manager,  Lawrence  Journal-World 

"During  the  last  20  years,  GPS  have  always  been  willing  to  aid  us  in  any  way  necessary. 
We  are  very  pleased  with  the  relationship  we  have  established  and  the  results  are 
always  outstanding." 

-  Cindy  Kennedy,  The  Chronicle  of  Higher  Education 
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AutoConX  Systems* 

3701  W.49th  St. 

Suite  200B 
Sioux  Falls,  SD  57106 

Contact:  Rob  Hage,  CEO 
Phone:  800-944-3276 

E-Mail: 

Rob@autoconx.com 
Website:  autoconx.com 


I  How  would  a  newspaper  benefit  from  your  product  or  service? 

As  print  publishers  ourselves  since  1989,  who  have  gone  through  our  own  digital 
learning  curve  since  1997,  we  now  bring  this  digital  experience,  expertise,  and 
products  to  you  via  our  flagship:  AutoConX  platform.  We  understand  that  there  is 
no  universal  solution  to  your  vertical  needs.  We  can  assess  your  needs  and 
provide  you  with  a  customizable,  white-label  solution  to  fit  those  needs.  We  have 
a  time-tested  and  proven  business  model  that  can  generate  you  new  digital 
revenue  in  a  short  period  of  time.  Newspapers  can  also  be  assured  that  the 
AutoConx  platform  is  in  a  continuous  state  of  product  development  and 
improvement  with  its  award-winning  team. 


Who  We  Are 

AutoConX  is  a  robust,  yet 
affordable,  vertical  platform 
that  will  put  you  in  the 
driver's  seat  with  your  local 
dealers.The  entire  system  is 
designed  by  and  for  print 
publishers.  It  is  also  the 
dedicated  digital  platform  for 
its  parent  company:  Digital 
Community  Holdings,  Inc. 
(DCH.com) 


Success  Stories: 

With  hundreds  of  satisfied  customers,  AutoConX  won  the  Innovation  Award  in 
2010  from  the  International  Classified  Media  Association,  an  organization 
comprised  of  publishers  from  29  countries.  ^  • 

Testimonial: 

"A  number  of  years  ago  we  started  searching  for  a  digital  auto  solution  for  our 
newspapers.  That  search  ended  when  we  found  AutoConX. 

AutoConX  offers  a  fahtastic  array  of  products  and  their  service  and  support  is 
second  to  none.  We  use  their  auto  vertical  and  a  number  of  other  products  and  are 
again  a  viable  advertising  choice  for  our  automotive  dealers. 

AutoConX  is  simply  the  best  vendor  we  have  used  for  our  business,  period. " 


Joe  Mathes,Vice  President 

Delta  Publications,  Inc. 
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Our-Hometown,  Inc. 


Contact:  Matthew  Larson, 
Director  of  Business 
Development 
Phone:315-294-5735 

Email: 

mcl@our-hometown.com 

Website: 

www.our-hometown.com 


Company  Profile 

For  the  past  15  years,  Our-Hometown 
has  been  providing  newspapers  with 
web  design  and  content  management 
solutions.  Our  approach  is  to  maximize 
the  value  of  your  print  content  by 
uploading  every  story,  picture,  and 
caption  to  your  website  for  unlimited 
access  by  digital  subscribers. 

In  the  last  year,  we  have  taken  on 
two  exciting  new  projects  that  are  now 
in  open  beta.The  Responsive  Advertis¬ 
ing  Platform  (RAP)  is  our  solution  to 
the  problem  our  customers  were 
having  with  web  advertising.  With  RAP 
we  provide  the  resources  necessary  to 
keep  your  web  advertising  looking 
fresh. 

We  are  also  preparing  to  launch 
"Points  Mentioned"  a  service  that  au¬ 
tomatically  creates  maps  for  your  news 
articles.  We  see  huge  potential  to 
increase  user  engagement  and  interest 
from  local  advertisers. 


Benefits  to  a  newspaper 

Our  mantra  has  always  been  to  make  the  newspaper's  transition  to  digital  as  easy 
as  possible.  Our  turnkey  PDF  to  HTML  conversion  service  allows  us  to  extract  your 
content  for  optimized  display  on  PC,  mobile  and  tablet  devices. 

As  we  develop  new  services  we  continue  to  follow  that  mantra.The  RAP  team 
will  handle  all  the  creative  work  for  your  web  advertising  program,  from  building 
a  customized  rate  card  to  the  production  of  the  sharpest  web  graphics  possible. 

And  with  Points  Mentioned  we  are  automatically  creating  maps  of  your  news 
content.  Using  natural  language  processing,  we  can  insert  maps  on  your  stories 
that  mention  a  location.  We're  keeping  it  simple  for  you  to  have  access  to  cutting 
edge  media  technology. 


Success  Stories 

The  Emmons  County  Record  and  Prairie  Pioneer  are  weeklies  published  by  Allan 
Burke  in  the  Dakotas. 

We  launched  Emmons  County  first  in  early  March  and  from  the  very  beginning 
Allan  recognized  the  potential  in  the  quickly  developing  "RAP"  program.  He  was 
ready  to  try  selling  web  advertising,  but  was  unsure  of  how  the  market  would 
respond  to  digital.  We  developed  a  rate  card  and  sold  out  most  of  the  inventory 
soon  after  launch. 

He  has  since  noted  that  while  the  uptake  for  web  advertising  was  slow,  the  RAP 
program  eventually  proved  to  be  more  profitable  than  expected.  He  is  now 
producing  enough  revenue  from  the  program  to  cover  all  the  costs  of 
Our-Hometown's  CMS  service.  He  is  also  increasing  his  rates  on  new  contracts. 


Testimonials 

"Please  thank  everyone  involved  for  the  great  job  they  did  on  designing  both  of  our 
sites!" 

"Wowser!  Looking  at  the  site  on  my  iPhone  works  so  nice!  I'm  thinking  the  smart¬ 
phone/tablet  feature  is  going  to  be  good  for  us." 

Allan  Burke,  Publisher 
Emmons  Country  Record 
Prairie  Pioneer 


"I  rely  on  you  to  stay  on  the  cutting  edge" 
Carolyn  James,  Publisher 
Babylon  Beacon 


"Always  thinking  of  and  creating  new  ways  of  being  user  friendly" 
Joe  Beegle,  Publisher 
Bedford  Gazette 
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Southern  Lithopiate,  Inc. 

P.O.Box  9400 
Wake  Forest,  NC  27588 

Contact: 

Steven  Mattingly 
Senior  Vice  President  of 
Sales  &  Marketing 
Phone:800-638-7990 
Fax:919-554-0786 
Email:  SMattingly@slp.com 
Website:  www.slp.com 

Who  We  Are 

Southern  Lithoplate,  Inc.  is  the  pre¬ 
ferred  provider  of  digital  lithoplates, 
prepress  and  pressroom  service/support, 
with  the  full  spectrum  of  prepress  and 
pressroom  technologies  for  newspaper 
and  commercial  publishing.  Head¬ 
quartered  in  North  Carolina  with 
manufacturing  plants  in  North  Carolina 
and  Michigan,  Southern  Lithoplate  is  a 
steadily  growing,  privately  held, 
American-owned  company.  We  offer 
high-quality  printing  plates  that  are 
compatible  with  thermal  and  violet 
computer-to-plate  (CtP)  platesetters. 
Southern  Lithoplate  innovation  boosts 
print  profitability  today  and  into  the 
future. 


Benefits  to  a  Newspaper 

No  matter  what  kind  or  volume  of  offset  printing  you  produce,  our  customized 
solutions  can  lift  your  operation's  profits.The  best  technology,  performance  and 
service  allow  you  to  enhance  throughput,  increase  ad  revenue  and  generate  more 
commercial  work.  Proven  Replica  HSV  and  Replica  HSV  ECO  LVC  vblet  plates  and 
market  share-leading  Viper  830®  and  Viper  830 TPX  thermal  plates  deliver 
commercial  quality  at  newspaper  prices.  Combining  best-in<lass  digital  plates  with 
sophisticated  workflow  software,  CtP  devices  and  color  management  tools  gives  you 
new  ways  to  succeed. 

Why  Companies  Choose  Us 

Southern  Lithoplate  digital  plates  are  durable  and  long  lasting.They  exhibit  superb 
flexibility  and  control.  Your  presses  will  print  efficiently,  and  you'll  achieve  the  desired 
run  lengths. The  dot  structure  is  sharp  and  precise,  producing  clear,  crisp  images. 
Issues  with  banding  will  be  a  distant  memory.  Faster  makereadies,  shorter  time  to 
color  and  minimal  waste  will  add  up  to  pressroom  savings. 

How  We  Are  Different 

Southern  Lithoplate  is  the  only  digital  plate  company  operating  fully  integrated  and 
automated  high-speed  plate  manufacturing  lines  within  redundant  facilities.  In  the 
past  few  years,  we've  acquired  3M  and  Imation's,  Citiplate's  and  Konica  Minolta's 
manufacturing  assets  and  intellectual  property.  Our  patent  portfolio,  developed 
within  the  Southern  Lithoplate  organization,  encompasses  plate  coating,  graining 
and  manufacturing  technologies.  Expert  field  technical  expertise  and  24/7/365  • 
support  continue  to  earn  and  keep  customers' trust. 

Our  Strategic  Alliance  partnerships  with  pioneers  in  CtP,  workflow  systems,  color 
and  ink  management  solutions  and  notch-bend  equipment  achieve  unprecedented 
results. Together,  we  provide  easy-to-implement  solutions  and  a  depth  of  service  that 
can't  be  duplicated.The  Strategic  Alliance  partners' sales  and  business  development 
expertise  help  your  sales  teams  attain  their  goals. 

Testimonial/Current  Clients 

"Our  newspaper  and  commercial  customers  have  high  quality  expectations,  and 
Southern  Lithoplate  works  with  us  to  achieve  our  goals," said  Steve  Infinger,  director 
of  operations  at  The  Villages  (Fla.)  Daily  Sun.  Specializing  in  four<olor,  spot-color  and 
black-and-white  printing  of  minitabs,  tabloids  and  broadsheets,  the  Daily  Sun 
produces  award-winning  quality  using  Viper  830  plates. "We  have  great  confidence 
in  the  consistency  of  their  products  and  the  reliability  of  their  technical  support. 
Proper  dot  gain  is  a  big  part  of  maintaining  good  reproduction.  Southern  Lithoplate 
has  helped  ensure  that  the  dot  gain  is  correct  for  our  plates.  If  we  have  any  questions 
or  problems,  the  service  response  is  quick  and  helpful." 


Business  Directory 


Llbercus 


E.  Viddal  &  Associates 
Website:  www.libercus.com 
E-mail:  info@libercus.com 


Who  We  Are 


Libercus  was  built  to  address  the  specific  challenges  fac¬ 
ing  the  media  business.  With  our  innovative  implemen¬ 
tation,  support,  and  consumption-based  pricing  models, 
we  WILL  lead  the  industry  forward. 

How  would  a  newspaper  benefit  from  your 
product  or  service? 

Libercus  brings  web  sites,  print  products,  and  e-editions 
to  life.  Generate  ad  revenue  through  profile-based  and 
geo-targeted  ads,  dynamic  and  searchable  electronic  in¬ 
serts,  and  video  with  pre-,  mid-,  and  post-roll  ads,  all  in 
the  context  of  an  electronic  newspaper  replica. 


Why  should  a  newspaper  choose 
your  solution? 

It's  time  to  leave  behind  the  old  ways  of  doing  things: 
complex  software,  separate  systems  for  different  pub¬ 
lishing  platforms,  expensive  on-site  infrastructure.  It's 
time  for  Libercus. 

What  differentiates  you  from 
your  competitors? 

Libercus  combines  the  digital  and  print  production 
process  into  one  cloud-based  system.  All  Libercus 
functions  are  accessible  through  a  web  browser,  re¬ 
ducing  hardware  costs  and  desktop  maintenance. 


PROIttAGE 

WWW.NEW-PROIMAGE.COM 


Prolmage  America,  Inc. 

1 03  Carnegie  Center 
Suite  300 

Princeton  NJ  03540 


Phone:919-303-5637 

E-mail: 

sales@new-proimage.com 
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Who  We  Are 

Prolmage  America  is  a  leading  developer  of  innovative 
browser-based  automated  prepress  and  editorial  digital  work- 
flows,  tablet  &  mobile  workflows,  ink  optimization,  color  man¬ 
agement,  and  press  registration  solutions  that  help  publishers 
and  printers  reduce  their  costs. 

Products  include,  NewsWay  an  advanced  digital  workflow, 
output  management,  and  production  tracking  solution.  OnColor 
ECO  Ink  optimization  reduces  ink  consumption  while  maintain¬ 
ing  the  highest  possible  print  quality  and  is  available  as  a  SaaS 
solution.  Press  Register  is  able  to  processing  TIFF  separations 
to  correct  for  registration  issues  without  having  to  touch  or 
modify  the  press.  TabellaNews  is  an  innovative  Cloud-based 
solution  for  the  creation  of  digital  publications  for  tablet  PCs 
and  other  mobile  devices. 


How  would  a  newspaper  benefit  from 
your  product  or  service? 

TabellaNews  Cloud  solution  enables  the  automatic 
delivery  of  content  from  ?.ry  content  management  system 
to  a  wide  variety  of  tablet  PCs  and  smart  phones.  The 
content  is  analyzed  and  automatically  processed  through 
Prolmage’s  intelligent  content  mapping  and  template  tech¬ 
nology  to  produce  an  edition  that  is  ready  to  preview  and, 
if  necessary,  edit.  You  are  able  to  see  exactly  how  t|ie  con¬ 
tent  will  appear  on  all  targeted  mobile  devices,  and 
because  it’s  Cloud-based  there  are  minimal  set-up  costs. 

Since  publishers  are  no  longer  limited  by  the  print 
product,  TabellaNews  allows  for  video,  audio,  photo 
galleries,  etc.  Additional  advertising  can  be  displayed  to 
digital  devices  and  since  content  is  created  for  mobile, 
excessive  scrolling  and  zooming  that  is  required  for 
replica  editions  is  not  necessary  creating  for  a  better 
reader  experience. 
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chemical  il  tadmoloinr 


RBP  Chemical  Technology,  Inc. 

150  S  1 18th  St.,Milwaukee,WI  53214 
Contact:  Mark  Heimerl  Toll-free:  800-558-0747 
Web:  www.rbpchemical.com 
Email:  cs@rbpchemical.net 

Who  We  Are 

IS  RBP  IN  YOUR  PRESSROOM? 

A  proven  partner  in  simplifying  supply  chain  requirements,  RBP  is  the  trusted, 
go-to  supplier  for  all  things  pressroom  related.  Flexible  and  responsive,  RBP  is 
known  for  recommending  the  right  product  at  the  right  time  and  following 
through  with  impeccable  service.  RBP  will  exceed  your  expectations  with 
innovative  products  and  solutions  that  optimize  your  processes  and  lower 
your  operating  costs.  It's  this  push  for  top-notch  performance  that  makes  RBP 
Chemical  Technology . .  .The  Intelligent  Choke. 

Benefits  to  a  Newspaper 

so  MANY  REASONS  TO  CHOOSE  RBP  CHEMICAL  TECHNOLOGY 

Expect  the  highest  level  of  customer  support  and  care 

It  doesn't  matter  how  great  a  company's  products  are  if  it  doesn't  have  the 
service  to  match.  RBP's  dedicated  customer  support  staff  is  always  ready  to 
serve  you  and  takes  a  proactive  approach  by  paying  close  attention  to  your 
individual  pressroom  needs. 


C&W  Pressroom  Products 

Phone:  201  -933-4343  Fax:  201-933-501 6 

E-mail:  orders@cwpressroom.com 

www.cwpressroom.com 

Who  We  Are 

C&W's  products  are  top^helf,  so  are  the  intangibles.  By  hiring  and  training 
the  most  experienced  and  knowledgeable  employees  and  representatives, 
C&W  features  a  superior  staff.  Our  research  and  development  team  strives 
daily  to  develop  technially  advanced  formulations. 

A  new  fedlity  and  increased  capacity  allows  us  to  take  on  all  new  business. 
Our  manufecturing  team  has  the  ability  to  process  and  ship  most  emergency 
orders  in  24  hours.  Our  chemistry  is  designed  to  print  an  elite  product,  mini¬ 
mize  waste  and  lower  maintenance  costs;  inaeasing  profits  for  your  company. 

Benefits  to  a  Newspaper 

C&W  is  committed  to  providing  newspapere  with  the  highest  quality  products 
available. C&W  has  developed  into  a  one  stop  shop;supplying  the  industry  with 
Fountain  Solution,  Silicone,  Blanket  Wash,  Ink,  Plates,  Aerosols,  Splicing  Tape,  Gum 
Solutions,  Additives  and  other  miscellaneous  chemistry  and  products. 

C&W's  fountain  solutions  are  formulated  to  lower  water  and  ink  settings 
ensuring  rapid  migration  of  fountain  solution  into  the  ink;  allowing  for  faster 
restarts,quicker  dean-ups,  sharper  half-tones  and  brighter  colors. 


Technical  service  expertise  is  readily  available 

RBP's  team  of  highly  trained  technical  service  specialists  provide 
extensive  support  both  on  and  offsite.  These  pressroom  experts  have 
profound  printing  chemistry  and  chemical  engineering  experience 
enabling  them  to  identify  issues  in  advance,  analyze  your  press  needs 
and  pair  you  up  with  ideal  products  and  solutions. 

Quality  so  distinct  you  can  see  it  in  every  printed  dot 
RBP  products  are  manufactured  and  delivered  according  to  the  industry's 
highest  quality  control  standards.  Always  striving  for  perfection,  we  take 
our  ISO  9001:2008  certification  very  seriously.  It's  the  industry  benchmark 
that  ensures  we  give  you  100%  every  time. 

VISIT  RBPTOOLBOX.COM/PRINTING 

Fast,  easy  access  to  pressroom  consumables;  This  custom-developed 
online  product  selector  and  troubleshooter  features  complete  product 
details  for  thousands  of  products  organized  by  application  and  category. 
At  RBPToolbox.com/printina.  you'll  have  access  to  product  data  sheets  as 
well  as  the  industry's  most  comprehensive  troubleshooting  guide. 

FROM  ONE  END  OF  THE  PRESS  TO  THE  OTHER, 

RBP  HAS  YOUR  PRESSROOM  COVERED 


ArchrvelnABo^^ 


Archive  In  A  Box  Website: 

Contact:  Mike  King  www.Archi\ 

Phone:360-427-6300 
E-mail:  king@smalltownpapers.com 


Website: 

www.ArchivelnABox.com 


Who  We  Are 

ArchivelnABox^*^  is  the  newspaper  scanning  service 
from  SmallTownPapers™.The  service  includes 
everything  —  shipping  &  logistics,  high  resolution 
scanning,  digital  copies,  hard  drives,  and  online 
hosting.  You  own  and  control  the  scans.  Work  on 
your  schedule  and  budget  with  no  contract 
commitment  -  it's  pay-as-you-go. 

How  would  a  newspaper  benefit  from 
your  product  or  service? 

As  the  steward  of  your  community's  published 
history,  you  know  the  value  of  your  printed 
newspaper  archive.  Digital  copies  preserve  your 
archive  and  make  them  accessible.  Contact  us  today. 


Jl  Trippons 

Coupons  that  travel  %vith  you. 

Local.  Mobile.  Green. 


Contact:  Kim  Lugthart 
Sales  Director 
406.531.9056 
klugthart@trippons.com 


Kent  Myers,  CEO 

970.390.7207 

kent@trippons.com 

Website: 

www.trippons.com 


Who  We  Are 

Trippons.com  provides  a  simple  mobile  marketing  profit  center  for 
newspapers.  Positioning  our  partners  as  the  go-to  solution  for  mobile,  we 
provide  the  software  and  expertise  so  you  can  provide  local  businesses 
with  a  smart  mobile  program.  Mobile  coupons  are  being  redeemed  by 
over  35  million  Americans  this  year  -  we  make  it  easy  and  profitable  for 
you  to  corner  the  local  market  share. 

New  Profit  Center  Newspapers 

Use  Trippons  mobile  coupon  program,  or  white  label  with  your  brand. 
Exclusive  sales  agreement  covers  your  defined  territory;  sliding  scale  by 
market  size.  Our  sales  training  for  your  team,  and  expertise  in  launching  a 
successful  local  program.  Merchants  expand  their  online  presence;  rise  in 
search  results  and  use  simple  cross-channel  marketing  opportunities.  One 
flat  annual  fee  for  merchants;  no  revenue  share.  All  data  is  tracked,  and 
reported  monthly. 


ffidreamlocar 

^  digital 

Dream  Local  Digital 
Contact:  Lisa  Davidson 
Phone:  207-593-7665 
E-mail:  dream@dreamlocal.com 
Website:  www.dreamlocal.com 

Who  We  Are 

Dream  Local  Digital  is  a  digital  marketing  agency  specializing  in 
interactive  media,  marketing,  SEO  and  social  media.  We  work  with 
newspapers,  media  companies,  ad  agencies,  and  directly  with  sm,all  to 
medium-sized  businesses  on  all  aspects  of  their  online  marketing  plans, 
from  website  development  to  social  media  and  e-mail  marketing. 

Benefits  to  a  Newspaper 

Dream  Local  Digital  can  help  you  understand  build  vs.  buy,  in-house  vs. 
outsource,  what  is  the  right  operation  for  you  to  set  up,  how  to  maximize 
profit  opportunity,  and  how  to  grow  and  diversify  your  advertisers  based 
on  these  products.  We  can  also  work  with  you  on  maximizing  your  own 
digital  revenue  as  a  company,  opening  up  many  opportunities  for  your 
company  to  expand  marketshare  and  grow  revenue. 


Dynaric,  Inc.  ■ 


Non-Metallic  Strapping 
and  Strapping  Equipment 


Dynark  Inc. 

Contact:  Marc  Banks-  Marketing 
Phone:  (800)  526-0827  Fax:  (757)  363-8016 
E-mail:  gd@dynaric.com 
Website:  www.dynaric.com 

Who  We  Are 

Dynaric,  Inc.  is  a  leading  manufacturer  and  supplier  of  non-metallic  strap¬ 
ping  and  non-metallic  strapping  equipment  for  general  and  specialized 
packaging  applications.  Dynaric  operates  one  of  the  largest  non-metallic 
strapping  manufacturing  facilities  in  the  United  States  located  in  Virginia 
Beach,VA. 

Dynaric  manufactures  a  complete  line  of  non-metallic  strapping  in¬ 
cluding  machine  grade,  controlled  elongation  and  hand  grade  polypropy¬ 
lene  products,  as  well  as  machine  grade  and  hand  grade  polyester 
products. 

Dynaric  is  also  a  leading  supplier  of  non-metallic  strapping  equipment 
and  systems  including  basic  semi-automatic  table  top  machines  to  fully 
automatic,  high  spee^  operatorless  equipment.  Our  equipment  is  serviced 
by  a  nationwide  distributor  network  and  factory  direct  technical  staff.  Our 
customer  list  includes  but  is  not  limited  to  the  newspaper,  commercial 
printing,  hay  baling,  door  and  window,  meat,  poultry,  seafood,  agricultural, 
aluminum  extrusion  and  textile  industries 


Reach  Decision  Makers 


Is  Explaining  Your  New-media 
Business  to  Newspaper  Executives 
'  a  Constant  Challenge? 

Rapid  and  continuous  technology  changes  make  it  tough 
for  publishing  executives  to  keep  current  with  products 
and  sen/ices  provided  by  new-media  companies. 

Our  readers  constantly  ask  if  we  would  create  a  directory, 
listing  new-media  companies  and  outlining  how  they  ben¬ 
efit  newspapers. 

Newspaper  industry  decision  makers  are  looking  to  sim¬ 
plify  their  lives,  and  our  new  business  directory  will  help 
publishers  better  understand  the  products  and  services 
you  sell. 

To  advertise  in  E&Ps  Business 
Directory,  please  contact: 

E&P  Sales 
(949)660-6150,  ext.  214 
sales@editorandpublisher.com 
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NewsPeople 


By  Nu  Yang 

people(a)editorandpublisher.com 


John  J.  DeAugustine  has  been  named  publisher  of 
^ajlll^  JlioDaily  Gazette  in  Schenectady,  N.Y,  He  succeeds 

John  E.N.  Hume  HI.  wlio  had  been  publisher  since 
■  *  ^  1990.  Hume  will  remain  at  the  paper  as  publisher 

emeritus  as  well  as  vice  president  of  tlae  board  of 
4  directors.  DeAugustine  was  most  recently  cor- 
m  porate  vice  president  of  circulation  for  the  Hearst 
^  m  Community  Newspaper  Group,  overseeing  audi¬ 
ence  development  and  operations  space  for  seven  daily  newspapers 
and  four  weekly  papers  in  Texas  and  Michigan.  He  was  executive  vice 
president  and  publisher  of  the  Connecticut  Post  from  2009  to  2012. 


■  David  Board- 

man  has  been 
named  dean 
of  the  School 
of  Media  and 
Communica¬ 
tion  at  Temple 
University  in 
Philadelphia.  Boardman  previously 
served  as  executive  editor  and  senior 
vice  president  of  The  Seattle  Times. 

He  was  also  appointed  president  of 
the  American  Society  of  News  Editors 
this  year  and  is  past  president  of  the 
Investigative  Reporters  and  Editors. 

H  David  Keene 

has  been  named 
opinion  editor 
of  The  Wash¬ 
ington  Times. 

He  recently 
stepped  down 
as  president  of 
the  National  Rifle  Assodatioa  Keene 
will  oversee  the  newspaper's  editorial 
page,  commentary  section  and  online 
opinion  strategy.  An  author,  columnist 
and  fixture  on  national  television, 
Keene  has  offered  advice  to  Repub¬ 
lican  presidents  including  Ronald 
Reagan  and  George  H. W.  Bush  and 
many  other  candidates  such  as  Bob 
Dole  and  Mitt  Romney. 

Natasha  Schue 

,  h^.s  been 

advertising 
manager  at  the 
HL  Tahoe  Daily  Tri- 

bane  in  South 
Lake  Tahoe, 

Calif.,  where  she  has  served  as  sales 
lead  since  April.  Schue  began  her 
career  with  the  paper  five  years  ago 
as  the  real  estate  account  manager. 
Since  then,  she  has  grown  her  role  to 
the  key  account  manager,  handling 
customer  relationships  and  ac¬ 
counts  in  the  area. 


Wendy  Metcalfe  ha-,  been  appointed 
editor-in-chief  of  The  Toronto  Sun,  be¬ 
coming  the  paper’s  first  female  editor-in- 
chief.  She  most  recently  served  as  editor- 
in  chief  of  the  St.  Catharines  Standard 
newspaper  and  website,  overseeing  the 
redesign  of  websites  and  the  newspaper. 
She  also  served  as  Sun  Media’s  regional 
content  director  of  the  Niagara  and 
Southern  Ontario  region  for  the  past  year. 

Meredith  Kopit  Levien  has  been 
nanted  executive  vice  president,  adver¬ 
tising  with  the  New  York  Times  Co.  In 
her  new  position,  Kopit  Levien  will  be 
responsible  for  all  advertising  revenue 
from  the  Tirnes’s  various  multiplatform 
products  and  services  and  for  leader¬ 
ship  of  its  global  advertising  sales  team. 
Most  recently,  she  served  as  the  chief 
revenue  officer  at  Forbes  Media.  She 
joined  Forbes  in  2010  as  vice  president 
and  publisher  of  ForbesLife  and  Forbes- 
Woman.com  before  being  named  senior 
vice  president  and  group  publisher  of 
the  Forbes  Magazine  Group.  Prior  to 
Forbes,  Kopit  Levien  held  various  suc¬ 
cessively  senior  and  strategic  ad  sales 
positions  at  The  Atlantic  Media  Co.  from 
2001-2008.  She  served  as  an  account 
manager  and  director  and  head  of  new 
business  for  133  Communications,  a 
digital  ad  agency  and  website  develop¬ 
ment  firm,  from  1999-2001. 

Melinda  Vonderahe  has  been  named 
president  and  publisher  of  the  St. 


Cloud  (Minn.)  Times  and  Times  Media. 
Vonderahe  was  previously  regional 
market  development/digital  director 
for  Gannett  Wisconsin  Media,  which 
consists  of  10  media  companies  across 
the  state.  Prior  to  her  work  there,  Von¬ 
derahe  spent  11  years  at  the  Cincinnati 
Enquirer,  where  she  served  in  numerous 
marketing  capacities. 

I  Robert  Granfeldt,  Jr.  has  been  named 
president  and  publisher  of  the  Mont¬ 
gomery  (AisC)  Advertiser.  He  most  re¬ 
cently  served  as  vice  president  of  digital 
media  at  Southern  Community  News¬ 
papers,  Inc.  Granfeldt  has  also  served  as 
senior  vice  president  for  sales  at  News- 
Bank,  Inc.  He  also  held  several  executive 
positions  with  Morris  Communications, 
including  vice  president  at  Morris 
DigitalWorks.  Granfeldt  helped  found 
the  website  LubbockOnline.com,  later 
becoming  director  of  online  services  at 
the  Lubbock  (Texas)  Avalanche-Joumal. 
He  also  previously  worked  as  marketing 
manager  for  circulation  at  The  Florida 
Times-Union. 

John  Bordeleau  has  been  appointed 
vice  president  of  advertising  for  Gate- 
House  Media  New  England.  Bordeleau 
will  serve  as  the  senior  sales  leader  re¬ 
sponsible  for  all  print  and  digital  sales 
and  advertising  operations,  including 
GateHouse  Media  New  England’s  field 
advertising  sales  and  digital  sales.  He 
most  recently  led  Morphing  Media, 
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LLC,  a  consulting  organization  he 
founded.  Previously,  Bordeleau  was 
divisional  vice  president  for  Comcast, 
where  he  led  its  New  England  and 
Houston  divisions,  and  he  also  spent 
several  years  as  corporate  vice  president 
of  advertising  sales  for  Century  Com¬ 
munications  in  Connecticut. 

Ray  Rivera  has  been  named  editor  of 
the  Santa  Ve  New  Mexican.  He  suc¬ 
ceeds  Rob  Dean,  who  has  retired  after 
21  years.  Rivera  is  a  former  general 
assignment  reporter  and  sports  editor 
for  The  New  Mexican  and  most  recently 
an  investigative  reporter  on  The  New 
York  Times’  metro  desk.  Rivera  has  also 
worked  at  The  Salt  Lake  Tribune,  The 
Seattle  Times  and  The  Washington  Post. 

Michael  McKinley  has  been  named 
general  manager  of  the  Wellsville  (N.Y.) 
Daily  Reporter.  McKinley  takes  over 
for  Oak  Duke,  who  has  retired.  Most 
recently,  he  served  as  circulation  director 
at  the  paper. 

Sandra  Sanchez  has  been  named  opin¬ 
ion  page  editor  of  the  McAllen  (Texas) 
Monitor  and  Mid-Valley  Town  Crier.  A 
25-year  newspaper  veteran,  Sanchez  has 
worked  for  USA  Today,  Waco  (Texas) 
Tribune-Herald  and  \he  Austin  (Texas) 
American-Statesman. 

James  E.  “Jim”  Prince  III  has  been 
re-elected  president  of  the  Mississippi 
Press  Association.  He  becomes  the  first 
publisher  to  serve  back-to-back  terms 
in  23  years.  Prince  is  president  of  Prince 
Newspaper  Holdings  Inc.,  which  pub¬ 
lishes  The  Neshoba  Democrat  m  Phila¬ 
delphia,  the  Madison  County  Journal 
in  suburban  Jackson  and  the  Kemper 
County  Messenger  in  DeKalb. 

Lauren  Gustus  has  been  named  senior 
content  editor  with  the  Reno  (Nev.) 
Gazette-Jourruil.  She  previously  served 
as  senior  editor  for  features  and  sports. 
Before  joining  the  paper  in  2007,  she 


worked  with  The  Salt  Lake  Tribune  in 
Salt  Lake  City,  Utah.  * 

The  New  York  Times  has  announced 
several  leadership  changes.  Tom  Bodkin 
has  been  promoted  to  deputy  managing 
editor  and  has  also  assumed  the  role  as 
the  company’s  design  director.  Larry 
Ingrassia  and  Ian  Fisher  have  become 
assistant  managing  editors  and  will  lead 
the  company’s  main  digital  priorities. 
Aron  Pilhofer  and  Steve  Duenes  have 
been  named  associate  managing  editors. 
Sam  Siflon  has  left  his  post  as  national 
editor  to  become  a  senior  editor.  Arthur 
Gregg  Sulzberger  will  take  a  leave  from 
metro  to  be  the  editor  in  charge  of  a  new 
ideas  task  force.  Alison  Mitchell,  after 
a  run  as  Weekend  editor,  will  take  over 
the  leadership  of  the  national  desk  as 
national  editor. 

Sean  Lewis  has  been  appointed  to 
Community  Newspaper  Holdings,  Inc.’s 
corporate  sales  and  marketing  team. 

He  will  continue  in  his  role  as  advertis¬ 
ing  director  of  The  Oneonta,  N.Y.  Daily 
Star.  In  his  new  position,  Lewis  will 
work  with  the  advertising  teams  of  The 
Sharon  Herald,  New  Castle  News,  The 
Meadville  Tribune  and  Allied  News  of 
Grove  City,  all  in  Pennsylvania;  The 
Star  Beacon  of  Ashtabula,  Ohio;  and  the 
Niagara  Gazette,  Tonawanda  News,  The 
Joumal-RegistefoitAedim^  cmd  Lock- 
port  Union-Sun  ^  Journal  in  New  York. 
Michael  Langley  has  been  named  edi¬ 
tor  of  the  Tracy  (Calif.)  Press.  He  began 
his  career  as  a  fi'eeltmce  writer  for  the 
Sacramento  Bee  in  1994.  In  1996,  he 
embarked  on  a  13-year  path  in  broadcast 
journalism.  Langley  started  his  own 
news  website  in  2009  before  becoming 
the  news  director  at  a  local  television 
station  in  Colorado  Springs,  Colo. 

Howard  Kaiser  has  retired  as  publisher 
of  The  Evening  News  in  Sault  Ste.  Marie, 
Mich,  after  20  years.  Kaiser  also  served  as 
president  of  the  Michigan  Press  Associa¬ 
tion  in  2005  and  was  a  board  member 


Bennie  Ivory 

has  retired 
as  execu¬ 
tive  editor  of 
the  Louisville 
(Ky.)  Courier- 
Journal.  Ivory 
joined  the 
paper  in  1997  as  the  first  African 
American  to  lead  the  news  staff. 
Ivory  was  managing  editor  of  the 
Jackson  Daily  News  from  1985 
to  1989,  and  then  held  the  same 
position  at  The  Clarion-Ledger 
from  1989  to  1993  after  the  papers 
merged.  He  was  executive  editor 
of  Florida  Today  in  Brevard  County, 
Fla.,  from  1993  to  1995.  He  was 
city  editor  of  The  News-Star  in 
Monroe,  La.,  when  he  was  picked 
in  1982  to  join  the  start-up  team  of 
USA  Today. 

Richard 
Wiens  has 
been  named 
publisher 
and  editor  of 
the  Del  Norte 
Triplicate  in 
Crescent  City, 
Calif.  Wiens 
has  been  editor 
since  January 
2008.  Previ-  • 
ously  Wiens 
worked  seven 
years  at  the 
Hillsboro  (Ore.) 
Argus;  four  years  at  the  Los  Angeles 
Daily  News;  14  years  at  the  Spokes¬ 
man-Review  (Spokane,  Wash.);  and 
four  years  at  the  Colorado  Springs 
Gazette.  In  addition,  information 
technology  manager  Kyle  Curtis 
was  named  to  the  newly  created 
position  of  operations  manager 
for  the  newspaper  and  its  print¬ 
ing  plant.  He  started  as  a  graphic 
designer  in  2006  and  became  the-IT 
manager  in  2010. 
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Andrew  Becks 

has  been  named 
vice  president  of 
audience  develop¬ 
ment  with  PGOA 
^  Media,  owner  of 
American  Profile,  Relish,  Spry, 
Money  Living  and  Daily  Parent. 

Most  recently.  Becks  was  director 
of  audience  development  at  Scripps 
Network  responsible  for  developing 
customer  acquisition  and  engage¬ 
ment  strategies  for  Food.com, 
CookingCharmeiTV.com  as  well  as 
FoodNetwork.com. 

Luhi  Phongmany 

has  been  appointed 
vice  president,  busi¬ 
ness  and  publisher 
development  with 
Genesis  Media,  an 
online  video  technology  company. 
Phongmany  will  be  responsible  for 
creating  new  revenue  streams  for 
Genesis  Media  and  accelerating 
the  growth  of  its  publisher  base. 
Previously,  Phongmany  held  several 
positions  at  NBC  Universal,  including 
director  of  business  development, 
where  she  was  responsible  for  busi¬ 
ness  development,  marketing  and 
commercial  strategy  and  operations 
for  iVillage.co.uk. 

Randy  Mooney 

has  been  named 
publisher  of  the 
Bluefield(W.V.) 

^  Daily  Telegraph, 

1  succeeding  Darryl 
Hudson.  Mooney  was  most  recently 
publisher  of  the  Muskogee,  Okla., 
Phoenix.  He  began  his  career  as  a 
production  director  for  Kanawha 
Volley  Leader  near  Charleston,  W.V. 
He  then  spent  10  years  working  in 
advertising  and  marketing  positions 
for  Charleston  Newspapers,  publish¬ 
ers  of  the  Charleston  Gazette  and 
Charleston  Daily  Mail. 


from  1994-2005.  Kaiser’s  newspaper  ca¬ 
reer  began  in  1967-68  in  Vietnam,  when 
he  produced  a  commemorative  publica¬ 
tion  for  the  troops.  He  served  in  advertis¬ 
ing  sales  in  Iron  Mountain,  Mich,  in  1971, 
general  manager  in  Houghton,  Mich,  in 
1976,  and  advertising  manager  in  Iron 
Mountain,  Mich,  in  1982.  His  publishing 
career  began  in  Baraboo,  Wise,  in  1982. 

In  1985,  he  published  three  newspapers 
in  Richmond,  Mich.  Then  he  moved  to 
Ionia,  Mich.  In  1993,  he  was  transferred 
to  the  Evening  News. 

Michele  Postal  has  retired  as  publisher 
of  the  Del  Norte  Triplicate  in  Crescent 
City,  Calif  She  has  served  as  publisher 
since  2006.  She  previously  served  as 
advertising  directors  at  the  Triplicate  and 
the  Curry  Coastal  Pilot  in  Brookings, 

Ore.  Prior  to  that,  she  served  with  the 
Grants  Pass  (Ore.)  Daily  Courier  selling 
ads  in  1983.  She  was  promoted  to  classi¬ 
fied  manager  in  1986,  advertising  director 
in  1990  and  marketing  director  in  1998. 
She  was  named  Advertising  Executive 
*of  the  Year  by  the  Oregon  Newspaper 
Publishers  Association  in  2000. 

Phil  Cowdell,  the  former  CEO  and  later 
chairman  of  Mindshare  North  America, 
has  returned  to  the  agen(y’ s  parent  com¬ 
pany  GroupM  as  president,  client  services. 
Cowdell  will  work  with  clients  across  the 
GroupM  portfolio  of  media  shops. 

Howard  Griffin  has  been  named  vice 
president/national  sales  for  U.S.  Com¬ 
munity  Publishing.  Most  recently,  he 
served  as  president  and  publisher  of 
The  News  Journal  in  Wilmington,  Del. 
since  2010.  Ellen  Leifeld  will  serve  as 
interim  publisher.  Prior  to  that,  Grif¬ 
fin  was  the  vice  president  of  national 
advertising  for  Philadelphia  Media 
Network,  Inc.,  the  parent  company  of 
The  Philadelphia  Inquirer,  Daily  News 
and  philly.com.  Griffin  has  also  held 
executive  advertising  and  marketing 
positions  with  the  Journal  Register  Co. 
in  Trenton,  N.J.;  Hawaii  Newspaper 


Agency  (JOA);  Chicago  Sun-Times-,  and 
The  Orange  County  (Calif.)  Register. 

Dave  Kuta  has  retired  as  publisher  of 
the  Times-Standard  in  Eureka,  Calif. 
Before  arriving  at  the  Times-Standard  in 
2008,  Kuta  was  president  and  publisher 
of  the  Long  Beach  Press-Telegram.  He 
was  also  publisher  of  the  Inland  Valley 
Daily  Bulletin  and  publisher  of  the  Long 
Beach  Gazette  weekly  newspapers  group. 
Before  joining  MediaNews  Group  in 
2004,  Kuta  worked  at  the  Anchorage 
Daily  News  for  24  years. 

Joe  Butkiewicz  has  resigned  as  ex¬ 
ecutive  editor  of  The  Times  Leader  in 
Wilkes-Barre,  Pa.  Butkiewicz  started  his 
career  as  a  correspondent  and  the  news¬ 
paper  hired  him  in  1983  as  a  features 
writer.  He  was  named  vice  president  and 
executive  editor  in  2009. 

Kristy  Peters  has  been  named  editor 
and  publisher  of  The  Walton  Tribune 
in  Monroe,  Ga.,  succeeding  Brian 
Arrington.  Peters  is  the  first  female 
publisher  in  The  Tribune's  113-year  his¬ 
tory.  She  will  also  become  the  presi¬ 
dent  of  Monroe  Newspapers  Inc.,  the 
locally  based  company  that  publishes 
the  newspaper  and  its  associated  website 
and  other  products.  Peters  joined  The 
Tribune  as  an  advertising  representa¬ 
tive  and  was  later  promoted  to  the  role 
of  advertising  manager,  but  resigned  in 
2011  to  become  the  director  of  admis¬ 
sions  and  marketing  at  a  nursing  and 
rehabilitation  center. 

Avido  Khahaifa  has  been  appointed 
editor  of  The  Orlando  Sentinel.  He 
replaces  Mark  Russell,  who  is  leaving 
the  company  as  part  of  a  restructuring. 
Khahaifa  has  been  with  the  Sentinel 
since  2005,  most  recently  as  a  senior 
vice  president  and  director  of  content. 
In  his  new  post,  Khahaifa  will  retain 
the  director-of-content  title  and  will 
oversee  the  day-to-day  operation  of  the 
Sentinels  newsroom. 
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Shoptelk /commentary 


A  Matter  of  Principles 

Should  freelance  reporters  be  held  to  the 
same  journalistic  standards  as  full-timers? 

By  Rob  Jennings 


When  a  freelance 
reporter  In  New 
Jersey  inteijected 
herself  into  the  public 
debate  at  a  meeting  she  was  covering 
this  past  June,  the  bosses  at  the  weekly 
newspaper  she  was  representing 
pulled  her  off  the  beat. 

Mary  Ellen  Vichiconti’s  decision  to 
sp>eak  up  at  the  Vernon,  N  J.,  town¬ 
ship  council  meeting  June  10  sparked 
a  national  journalism  debate:  Is  it  fair 
to  hold  inexperienced  freelancers  to 
the  same  vigorous  standards  demand¬ 
ed  of  full-time  journalists? 

With  repKjrters  schooled  in  civic  jour¬ 
nalism  often  participating  rather  than 
just  observing,  where  is  the  line? 

Is  expressing  an  opinion  at  a  public 
meeting,  as  Vichiconti  did,  any  differ¬ 
ent  than  weighing  in  on  social  media 
via  a  snarly  tweet?  The  former  is  rare, 
which  is  why  Vichiconti  drew  such  at¬ 
tention,  wWle  the  latter  is  common  and 
usually  does  not  get  anyone  in  trouble. 
Vichiconti,  in  an  interview,  said  she 
did  not  realize  engaging  the  council 
president  from  the  public  podium 
would  put  an  end  to  her  job  as  a 
$35-i>er-story  freelance  correspon¬ 
dent  for  the  A/M  Vernon  weekly  in 
Sussex,  NJ. 

Such  an  explanation,  from  a  veteran 
reporter,  would  be  difficult  to  accept. 
But  Vichiconti,  by  her  account,  had 
no  journalism  expierience  before  get¬ 
ting  picked  by  her  hometown  news¬ 
paper  in  March  to  cover  municipal 
council  meetings  and  other  light  fare. 
^Tchiconti,  60,  described  herself  as 
a  part-time  special  education  teacher 
with  an  interest  in  writing  and  local 


news  and  looking  to  supplement  her 
income.  AIM  Vernon  gave  her  the  beat 
even  though  she  ran  for  the  council  in 
2008,  2009  and  2011  and  regularly 
spHjke  out  on  issues. 

About  30  minutes  into  the  June  10 
meeting,  Vichiconti  left  the  reporter’s 
table  and  politely,  but  firmly,  disputed 
the  council  president’s  comments 
on  the  mayor’s  authority  under  the 
Faulkner  Act. 

She  spoke  for  about  a  minute,  includ¬ 
ing  a  brief  exchange  with  the  official. 
Covering  the  meeting  for  the  New  Jer¬ 
sey  Herald,  I  heard  some  grumbling  in 
the  audience  at  that  moment.  Another 
resident,  identifying  herself  as  a  for¬ 
mer  reporter,  went  to  the  podium  cuid 
said  she  had  never  seen  a  reporter  do 
what  Vichiconti  did. 

Several  days  later,  Vichiconti  told 
me  her  editor  had  ended  her  freelance 
role,  which  included  a  $25  per  photo 
published  agreement.  Her  story  on  the 
meeting  was  never  published. 

Vichiconti  showed  up  at  the.next 
council  meeting  and  returned  to  the 
podium,  ripping  the  anonymous 
“snitch”  who  contacted  her  editor. 

Vichiconti  ultimately  became  a  big¬ 
ger  story  than  any  she  had  covered. 

Among  journalists,  the  episode, 
which  touched  on  many  sensitive  is¬ 
sues  facing  the  profession,  prompted 
much  debate. 

Coming  so  soon  after  the  Chicago 
Sun-Times  laid  off  all  28  full-time 
photographers,  it  was  a  reminder  that 
organizations  often  turn  to  less-expen¬ 
sive  freelancers  to  fill  the  news  hole. 

Perhaps  because  so  many  longtime 
journalists  have  been  shown  the  door 


in  cost-cutting  purges,  few  seemed  to 
be  cutting  Vichiconti  any  slack. 

Gene  Weingarten,  a  two-time 
Pulitzer  Prize- winning  journalist  for 
the  Washington  Post,  tweeted,  “Pay  is 
awful,  but  decision  was  right.” 

Yet  Vichiconti  never  pretended  to  be 
anything  other  than  a  novice  journalist, 
and  apparently  never  was  told  not  to 
speak  out  at  meetings  she  was  covering. 

Jennifer  Boig,  general  counsel  and  vice 
president  of  North  JersQ^  Media  Group, 
which  publishes  the  A/M  Vernon,  said, 
“No  single  document  could  explain  the 
do’s  and  don’ts  of  journalism.” 

It  is  common  for  reporters  on  Twit¬ 
ter,  to  express  stronger  and  more 
colorful  opinions  than  Vichiconti’s  dry 
assertions  about  the  Faulkner  Act. 

Which  is  why,  in  a  follow-up  story 
on  the  matter,  I  posed  a  question:  Did 
Vichiconti  lose  her  freelance  job  over 
what  she  said,  or  where  she  chose  to 
say  it? 

The  traditional  view  of  journalism  is 
that  objectivity  is  our  most  prized  as¬ 
set,  never  to  be  compromised.  Becom¬ 
ing  part  of  the  story  while  covering  it, 
at  least  when  I  completed  my  Queens 
College  journalism  minor  in  1993,  was 
a  definite  no-no. 

And  yet,  speaking  out  at  a  meeting  as 
Vichiconti  did  arguably  is  in  keeping 
with  the  philosophy  of  civic  journal¬ 
ism,  in  which  reporters  take  a  more 
active  role. 

Around  the  time  Vichiconti  departed 
from  A/M  Vemon,  a  help-wanted  ad 
popped  up  on  a  Patch  site  in  New 
Jersey.  The  ad  specified  as  a  qualifi¬ 
cation  “comfort  with  being  a  leader/ 
local  celebrity  in  the  community,  not 
merely  an  observer  but  a  participant.” 

If  Vichiconti  is  interested  in  making 
a  comeback,  that  might  be  a  good  fit.  ■ 

ERob  Jennings  is  a  reporter 
for  the  New  Jersey  Herald. 
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